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RESUME 
i) INTRODUCTION 
An investigation of relevant literature reveals numerous studies 
on the principles of effective advertising communications. 
These studies are based on work done overseas and may not apply 
to Blacks in South Africa. 
Pioneer advertising research into the Black market has been 
conducted in recent years by the University of South Africa•s 
Bureau of Market Research (BM). The resultant data obtained 
indicated that communicating to the Black market should be 
treated separately from communicating to Whites in South Africa 
and further research is required on the effectiveness of advertising 
communications aimed at Blacks. This study was designed to 
supplement the research conducted by the Bureau of Market Research 
rather than to validate these findings. 
i i) OBJECT OF THE STUDY 
The object of the study was primarily to determine whether some 
basic principles of effective advertising communications outlined 
in Part One of this study apply to Blacks reading English newspapers 
aimed specifically at them. It was also intended where possible 
to postulate other principles not mentioned in Part One, and 
emerging from the research, which appear to apply to Blacks. 
iii) THE SAMPLE 
The sample consisted of 390 Black men and women residing in 
Soweto. The sample used was an area stratified probability 
sample and included adults over the age of 16. Respondents 
qualified for the interview if they read either the World or 
Weekend World. Ethnic origin was compared with, and found to 
be acceptably similar to, the distributions obtained for this 
variable in the 1970 census and Deppe's 1975 study (Deppe, BM, 
1975). Age distribution and education levels attained were 
(xvii} 
compared with, and found to be acceptably similar to, the 
distributions obtained for these variables in Deppe's 1974 study 
(Deppe, BM, 1974). 
iv) METHOD 
An interviewing schedule was used as the basis for personal face-
to-face interviews conducted with the Black respondents. 
Various methods were incorporated in the interviewing schedule, 
viz., open-ended questions, pre-coded questions, statement 
selection questions and a comparison of paired advertisements. 
The statements used in this study were pre-selected to stimulate 
image-attribute selection relating to two sex-appeal advertising 
approaches, that is, the Dante- and Breeze advertisements. 
A paired comparison method was used to determine the persuasibility 
of a testimonial- against a non-testimonial advertisement (that 
is, the two 777 Trousers advertisements). 
Interviews were conducted in English but informants were free 
to express themselves in the vernacular because trained and 
experienced Black interviewers were used to conduct the interviews 
in the homes or hostel rooms of informants. 
v) ANALYSIS 
Results obtained were analysed in various sub-groups viz.i 
target market (that is, prospects), age, household income, sex, 
education levels attained and ethnic origins Results were 
subjected to a test of significance. The "testing differences 
between proportions" test was applied and it was decided to view 
differences between proportions as significant when they were 
significant at the 5 per cent significance (95 per cent confidence) 
level. 
vi) RECOMMENDED PRINCIPLES OF EFFECTIVE ADVERTISING COMMUNICATIONS 
The various principles are discussed in Part One of the study. 
Part Three outlines the research results obtained and specific 
recommendations are made on ·these principles. The writer recommends 
(xviii) 
the following validated principles, •and principles emerging from 
the study, to be used in advertising to Blacks : 
a) Attracting attention and creating initial interest 
1. A successful advertisement reflects the brand or service 
favourably without directing undue attention to itself. 
2. A successful advertisement presents the brand or service 
and main message powerfully and distinctively so that the 
prospect can grasp it at a glance. 
3. A successful advertisement will create initial interest in 
the advertising message and hold the prospect's interest. 
4. It is easier to secure initial interest in the message if 
it is perceived as conforming to the prospect's existing 
beliefs and attitudes toward the message. 
5. An increase in the size of an advertisement does not result 
in a proportionate increase in attention-value. 
6. No amount of advertising copy can more effectively attract 
the prospect's attention than an illustration. 
7. A picture of a person using a product is more natural and 
att~ntion-getting than an inanimate still-life of the product. 
8. An advertisement depicting an illustration will more 
successfully attract attention than one without an illustration. 
9. The illustration must be relevant to the basic message of 
the advertisement. 
10. Users of a brand are more attracted by the relevant 
advertisement than non-users of that brand. 
11. A headline should be specific, relevant and understandable. 
12. If the appearance of the brand is vitally important in the 
ultimate purchase, the visualised brand should be emphasised. 
13. The more important it is to make emotional associations with 
the brand or service, the more the visual should be emphasised. 
14. An advertisement should not be cluttered to such an extent 
that the important featured elements are cut off. 
(xix) 
15. To attract attention, people apd objects should face into 
the advertisement. 
16. An advertisement using colour will more successfully attract 
attention than an advertisement not using colour. 
b) Communicating relevant information and maintaining interest 
in the information 
1. A successful advertisement will tell the prospect to use 
this brand or service to get~ specific benefit. 
2. The selected benefit should have the greatest interest for 
the greatest number of prospects. 
3. The more concrete, immediate and direct the satisfaction 
offered, the more successful the advertising message will be. 
4. Advertising copy should use language that is meaningful, 
natural and understandable to the prospect. 
5. Communication of advertising messages is better among Blacks 
with an education standard of beyond Standard 6 than those 
with an education standard of below Standard 6. 
6. Comprehension of advertising language is better among Blacks 
with an education standard of beyond Standard 6 than those 
with an education standard of below Standard 6. 
7. Less educated Blacks more often interpret English language 
literally than better educated Blacks. 
8. A successful advertisement will communicate a favourable 
brand-image which clearly distinguishes it from cornpeti t·ive 
brands. 
9. Symbols used to create a particular brand-image must conform 
to the product as well as to the audience to be effective. 
10. The illustration should be relevant to the product, the 
benefit or main message of the advertisement. 
11. In order to maintain interest, the first paragraph should 
contain the most newsworthy item. 
12. Interest in the copy will be sacrificed if the copy is 
cluttered with uninteresting or minor claims. 
(xx) 
c) Inducing adoption of the relevant information 
1. The most ineffective advertising stimuli are those which 
arouse little or no emotional response. 
2. Sex-appeal in advertising should not be overdone or 
irrelevantly used. 
3. The prospect should be able to identify himself/herself 
with the model in the illustration. 
4. A depicted situation-image should be realistic and natural 
to be meaningful to, and adopted by Blacks. 
5. A prospect will adopt the advertising message if it is 
believable in all respects. 
6. Exaggerated claims could sometimes be believed, seen as 
facts and relied upon. 
7. Gross exaggerations should be avoided. 
8. Testimonial claims should be written in the language the 
testifier has used or the reader would expect the testifier 
to use. 
9. A testifier should be identified somewhere in the testimonial 
message in order to make the message more believable. 
10. Better educated Blacks are more likely to disbelieve 
advertising communications than less educated Blacks. 
11. Credible illustrations appear normal, natural and unposed. 
d) Persuasiveness of communications 
1. An advertisement which attracts a prospect's attention and 
creates initial interest, will be more persuasive than those 
which do not. 
2. A persuasive advertisement will offer a reward for reading 
it and this reward should be sufficiently attractive to 
induce the prospect to continue reading. 
3. A persuasive advertisement will reinforce positive attitudes 
and beliefs about the product or service among current users 
and/or favourably modify attitudes or beliefs about the 
i 1 product among potential or non-users. 
4. The brand-image must be relevant to the prospect's desires 
• 
and sufficiently meaningful to motivate the prospect that 
it will be to his advantage to buy the brand. 
5. Age and ethnic origin are not significant factors in the 
persuasibility of Blacks. 
6. Blacks with better education may tend to be less influenced 
by communications which rely on unsupported or misleading 
claims. 
vii) READABILITY AND HUMAN INTEREST IN NEWSPAPER 
ADVERTISEMENTS AIMED AT BLACKS 
A separate study of 303 selected press advertisements in English 
which appeared in the World and Weekend World aimed at Blacks 
revealed that by using the Flesch formula of reading ease, 
advertisements for beauty preparations are "fairly easy" to read. 
Advertisements for washing products were found to be "fairly 
difficult'' to read while all other advertisement categories 
obtained "standard" reading ease scores. These results indicated 
that the language used in a large number of English advertisements 
aimed at Blacks, is not easily readable by all readers of newspapers 
aimed at Blacks. 
By applying the Flesch formula of human interest to the 303 
advertisements, the writer established that some advertisements 
rank high on human interest while others lack the "you-approach". 
There appears to be a definite need to improve the readability 
of English newspaper advertisements aimed at Blacks by using 
fewer words per sentence and words with fewer syllables. Human 
interest could be improved by using more personal words. 
1. 
PART ONE LITERATURE REVIEW 
2. 
CHAPTER 1, 
MODEL OF THE ADVERTISING PROCESS 
1.1 ADVERTISING DEFINED 
For the purpose of this study, advertising will be considered 
from the point of view of the sender of the advertising message. 
The sender could be a manufacturer, wholesaler or retailer or 
an advertising agency acting on behalf of the manufacturer, 
wholesaler or retailer. 
To the sender, henceforth called the advertiser, advertising is 
a means of informing existing and potential customers about his 
product, its special features and benefits. 
Furthermore, advertising will be viewed primarily in terms of 
what it is designed to accomplish, that is, its functions. 
When the advertiser attempts to put into words any description 
about his product or service, he is engaging in a fundamental 
function of advertising, that is, the communication of news, 
opinion or ideas to other people (Wright, Warner & Winter, 1971, 
p. 5) • 
Many definitions of advertising approach it from the viewpoint 
of the functions it performs or its marketing rBle in stimulating 
the movement of goods and services from producer to consumer or 
user. The American Marketing Association suggests the following 
definition (Wright, et al., 1971, p. 5) 11 Advertising is any 
paid form of non-personal presentation and promotion of ideas, 
goods or services by an identified sponsor". 
The South African Market Research Association (SAMRA, p. 1) 
defines advertising along similar lines : 
11 All forms of paid, non-personal promotion by an identified 
sponsor". From the abovementioned definitions it is clear that 
four aspects of a definition of advertising are important. These 
aspects are considered separately hereunder and they help to 
distinguish advertising from other activities with which it is 
often confused, such as publicity, personal selling and propaganda. 
3. 
a) Paid form 
This phrase distinguishes advertising from publicity. When a 
favourable comment about a company, product or service appears 
in the press media to provide information to the readers, no 
payment is made by the benefitted organisation. Advertising 
however, is an openly sponsored message disseminated through 
one or more media because the advertiser has, for example,. 
purchased space in the press media to place his advertisement. 
b) Non-personal presentation 
When a personal face-to-face presentation of a product or 
service is made, the process is called personal selling. 
Advertising is a process or a series of activities necessary 
to prepare the message and get it to the intended market in a 
non-personal way through various media such as newspapers, 
magazines or radio. 
c) Ideas, goods and services 
Advertising is concerned with ideas such as how, when and where 
to use a product, tangible goods such as consumer products, and 
services offered by, for example, banks, insurance companies and 
travel agents. 
d) Identified sponsor 
Advertising discloses or identifies in some way or other the 
source of the opinions and ideas it represents. The source could 
be a business firm, non-profit organisation or individual. 
Propaganda however, attempts to present opinions and ideas with 
the objective of influencing consumer attitudes and actions while 
the propagandist remains anonymous. 
The writer is of the opinion that the above definitions do not 
include two basic elements of advertising· ~ 
i) the target group of people which the adv~rtising message 
is to reach 
Advertisements are not aimed at the total population of a 
particular country. Each advertisement has a certain target 
group of people it is intended to reach. An advertisement for 
a washing powder may be primarily aimed at married housewives 
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with children because they constitu~e the largest segment of 
the market for washing powders. A whisky advertisement may be 
directed at higher income males. The visual or oral messages 
are therefore addressed to selected target grouEs and owing to 
the different characteristics and media behaviour of the various 
target groups, different advertising approaches and media will 
be used by advertisers for advertising different products. 
This dissertation deals with consumer press advertising, that 
is, advertising aimed at consumers through the medium of the 
press. Although the dissertation deals with newspaper advertising 
aimed at Blacks, a definition of advertising should also be 
applicable to other racial groups and other media. 
ii) the purEose of the advertisement 
The specific purpose of advertisements varies from one advertisement 
to another. One advertisement may announce a special offer, 
while another may remind consumers of the special features or 
benefits of the particular product or service. Regardless of 
this specific purpose, every advertisement conveys information 
or an impression to change or reinforce the selected target 
group's attitude towards the product or service advertised. 
The ultimate aim is to persuade them to buy the product, or to 
use the service or to be favourably inclined towards the product. 
Some definitions of advertising emphasise persuasion in 
advertising. KirkEatrick (1964, p. 33), for example, states 
that advertising devoid of persuasion is ineffective and if an 
advertisement fails to influence anyone, either immediately or 
in the future, money has been wasted. Persuasion is found in 
every aspect of advertising. An advertisement should persuade 
the prospect* to pay attention to it, to read the message, to 
become interested in the message, to believe the special features 
or benefits communicated and to buy the product or service. 
Taking into account these two elements of advertising, the 
writer therefore suggests the following functional defini·tion 
of advertising ~ 
The prospect is the person who the advertiser wants to reach 
and includes current and/or potential users of the advertised 
brand or service. 
5. 
ADVERTISING IS ANY PAID FORM OF NON~PERSONAL PRESENTATION OF 
IDEAS, GOODS AND SERVICES BY AN IDENTIFIED SPONSOR, ADDRESSED 
TO SELECTED TARGET GROUPS FOR THE PURPOSE OF INFORMING, 
INFLUENCING AND PERSUADING THEM TO BUY OR TO BE FAVOURABLY 
INCLINED TOWARD THESE IDEAS, GOODS OR SERVICES. 
1.2 
1.2.1 
SOME CHARACTERISTICS OF ADVERTISING 
The process of advertising communication 
Advertising is a communication process by which verbal and non-
verbal symbols are transmitted through a channel to a receiver. 
The objective is to communicate an idea, change or reinforce an 
attitude or to provide important information about a particular 
product or service. 
A simple communication process consists essentially of a 
transmitter at one end and a receiver of the message at the 
other end. Advertising communication is a more complex 
communication process. It is concerned with who says ~ to 
whom through which channel with what effect (Lasswell, quoted 
by Dunn, 1969, pp. 59 & 60). 
The who is the communication source. The what is the message 
itself (the advertisement). The whom is the audience the 
communicator hopes to reach. The which is the medium used (for 
example, the newspaper) and the~ (effect) may be the number 
of readers who saw the message, the amount of copy read, how 
the message changed the readers' attitudes or the extent to 
which it impelled them to buy the product or service advertised. 
The process of communication includes three elements 
a source, a message and a destination {or receiver) for the 
message. In personal or direct communication, the source is 
an individual. In mass communication however, the source is 
not in direct contact with the receiver, and the receiver is 
part of a group. Mass communication therefore requires a fourth 
element - a medium (such as a newspaper) to deliver the message 
simultaneously to many persons (Wright, et al., 1971, p. 100). 
In order to communicate an encoded message to many consumers, 
the sender (advertiser) should be able to put the basic appeals 
into relatively few meaningful words. The advertiser is limited 
'' 
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by the amount of space he can afiord and consequently, either a 
few bold sentences are used to explain the rewards and product 
features or more sentences in smaller type. 
The receiver of the message should be able to comprehend the 
message exactly as was intended by the sender. Comprehension 
of a message is mediated by personal experiences and it is the 
sender's task to express the message in terms of the reader's 
experience. 
The process of expressing the message in terms of the reader's 
experience is shown in Figure 1 (Schramm, quoted by Dunn, 1969, 
p. 59) : 
FIGURE 1 
THE ENCODING AND DECODING PROCESS 
FIELD OF EXPERIENCE 
~~--s-ou_R_cE--~~-E-Nc_oo~~~ 
FIELD Of EXPERIENCE 
DESTINATION 
The task of decoding the sender's message falls upon the 
receiver. 
Figure 2 shows that advertising research measures the received 
meaning (that is, feedback) of the advertiser's message. In 
this case advertising research can assess whether the receiver 
perceived the message in the manner that was intended by the 
sender. 
'~ I 
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FIGURE 2 
MASS COMMUNICATION SYSTEM 
SENDER 
+ - - - - - - - - - - - - - - - - - - -, 
Encode an 
advertising message 
Mass 
communication 
system 
Measured media 
eg. Newspapers 
Message 
receiver 
Decoding of 
message by prospect f.. 
Advertising 
agency 
/ 
/ 
/ 
Advertising 
research 
feedback 
• I 
I 
I 
I 
---------------' 
I 
I 
I 
/ 
/ 
/ 
.; 
I 
I 
I 
I 
J 
8. 
1.2.2 Specific characteristics of advertising communication 
Having identified the mass communication system, one must take 
a closer look at the specific characteristics of advertising 
communication 
i) Advertising communication is mainly one-way 
Advertising messages move primarily one-way because the reader 
has no opportunity to comment on the advertising message read, 
to ask questions or to inform the advertiser whether he is 
receiving or understanding the message. 
Advertisers conducting research may find that their advertisements 
have been ignored or misunderstood and by the time they have 
established this, large amounts of advertising money may have 
been wasted, crucial time sacrificed and more money and time 
will have been spent before corrective action can be taken. 
The one-way nature of advertising communication puts a special 
burden on the advertiser to ensure that his message will be 
seen, read and comprehended, that it will be found interesting 
and that it will motivate his target market (depending on the 
purpose of the specific advertisement). 
ii) Advertising communication talks to groups of consumers 
In personal selling the salesman talks to one person, or perhaps 
to two, and he can change his approach and tactics to fit the 
specific situation or type of person(s) he is addressing. 
Advertising is non-personal communication and has to address 
thousands of men and women with the same message, each with a 
unique personality make-up (Dunn, 1956, p. 32). Consumers 
have different backgrounds and religions, they live in different 
parts of the country, they have attained different educational 
levels and in the case of Blacks especially, they have different 
cultures. Somehow the advertiser has to make each one feel he 
is being addressed personally. 
An attempt to solve the communication problem is often made by 
advertisers by talking in terms of the audience's "lowest 
common denominator 11 , by using words and illustrations the least 
educated of the readers can understand (Dunn, 1956, pp. 33 & 34). 
The advertiser should be able to assess the level of the least 
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educated readers. If too simple wonds and illustrations are 
used, some impact of the message may be lost while better 
educated readers may feel insulted by the simple message. The 
message should therefore appeal to all prospects. 
iii) Advertising communication depends heavily on symbols 
Advertising uses both symbolic words and pictures to convey 
ideas in order to help the reader to identify an advertisement 
quickly and easily. 
Hayakawa (quoted by Dunn, 1956, p. 36) puts it : 
"Advertising attempts to make the objects of experience symbolic 
of something beyond itself. Readers of advertising are invited 
to look upon themselves as smart housewives and hostesses, as 
men of distinction, as responsible and prudent fathers, as well-
regulated families 11 • Symbols are not only used by people to 
classify themselves, but also their fellow beings. To be 
effective, symbols in adver~ising should fit the product and 
the reader. The readers should be able to refer the symbols to 
their own experience. 
iv) Advertising is low cost mass communication 
Advertising is that means of communication which enables 
advertisers to deliver a message to a large number of potential 
customers at the lowest possible cost (Crawford, 1960, p. 6). 
The cost of an advertisement is relatively high when it reaches 
only one potential customer. By delivering frequent and 
economical messages, the advertiser is able to speak to 
thousands of consumers in a matter of a few days or even a few 
hours. This reduces the cost per consumer substantially. 
Speed in advertising is an important cost factor because it 
often happens that business competitors aim to be the first to 
announce a similar new product or service. The successful 
competitor may get his message across first and create a leader-
image which may attract a resultingly larger proportion of the 
potential market. If the other competitor's message appears in 
the newspaper say one week later, his advertisement and the 
rewards it offers should be better than the first one to have 
the same impact on the same number of readers. 
I 
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v) In advertising communication, $electivity is experienced 
Black readers in South Africa are currently exposed to three 
major daily- and five major weekend-newspapers aimed specifically 
at them. They are also exposed to and read numerous press 
publications aimed primarily at Whites (Advertising Research 
Foundation, 1975, p. 6). Each publication contains a large 
number of different advertisements covering a wide range of 
products and services. 
Readers could not possibly read all the advertising material 
to which they are exposed and every reader must inevitably 
practise selection. Readers will choose to read an advertisement 
if they think they might gain something from reading it or if 
the advertisement offers a promise of some reward to the reader 
(Dunn, 1956, p. 38). 
vi) Advertising communication is important information 
consumer advertising communication deals primarily with a 
specific product (that is, a brand) or service. Information 
about the brand or service is important to the consumer to 
enable him to make sound decisions but it is also important to 
the advertiser as through it he can inform consumers about his 
product's qualities and create a specific desired brand-image. 
The information to be put in a specific advertisement is within 
the control of the advertiser who should provide consumers with 
relevant information about the product. 
Relevant information is information which will encourage the 
consumer to see the product as satisfying an existing or latent 
need or desire. Irrelevant information is information which 
does not apply directly to the product or service and it should 
therefore be avoided. 
vii) Advertising is persuasive communication 
Persuasion is the ultimate aim of the advertising message. 
Persuasion should not only be viewed in terms of persuading a 
potential consumer to buy a product or a current consumer to 
buy it more often. It should also be viewed in relation to 
its task of creating favourable brand-images and convincing 
consumers that the advertised brand is generally more desirable 
than alternative brands. This will be achieved if the 
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advertisement can convince the consumer that the brand is 
better than others on the strategically important benefits 
(Young, 1972, p. 4). 
viii) Advertising is commercial communication 
Advertising, to the advertiser, is an expense that must be 
justified. Effective advertising at the lowest possible cost-
per-message may stimulate demand for the product and help 
assure the advertiser of a long business life with profitable 
sales. Advertising should make a contribution to the advertiser's 
net profit by increasing demand for the product. Higher demand 
may result in lower production- and marketing costs which could 
result in higher profits. 
1.3 THE WAY IN WHICH EFFECTIVE ADVERTISING COMMUNICATION WORKS 
Over many years different theories about how effective advertising 
communication works have been developed. 
1.3.1 Early theories 
Early theories implied basically that an important function of 
effective advertising was to implant factual, logical messages 
in the minds of consumers, that is, to provide information. 
An advertisement was assumed to provide logical and rational 
propositions to the consumer which should be seen, read, believed 
and acted upon. It was believed that information about the 
product would help the consumer to buy more intelligently and 
an advertisement should conform to the generally accepted 
standards of good taste (Me Clure & Fulton, 1964, p. 21). 
The early theories are now largely discredited because an 
advertisement should not only provide factual information but 
it should also create more favourable attitudes towards the 
product. Also, experimental evidence has shown in recent years 
that non-factual or emotional appeals can be more effective in 
changing a consumer•s attitude towards the product than rational 
appeals (Ogilvy and Mather International, June 1970, pp. 12 & 
13) • 
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1.3.2 Modern theories 
As more recent theories have developed, advertising experts 
have emphasised what the advertising achieves for the product. 
They have, however, often stated that there is no certainty 
that advertising works in a known way in each particular case$ 
There is no convincing universal theory of successful 
advertising (Broadbent, 1970, p. 26). 
One of the most well-known theories is the AIDA theory (Broadbent, 
1970, p. 27) 
A attention 
I interest 
D desire 
A action 
a) Attention 
Effective advertising will attract the maximum number of 
prospects' attention. 
b) Interest 
Having attracted the attention of the maximum number of 
prospects, the advertisement must convert as much of that 
attention as possible into interest in what the advertised 
product will do to and for the consumer. 
c) Desire 
From the prospect's point of view, this stage is the one in 
which he begins to want the product, to think of the product 
as the answer to one of his needs or desires. 
d) Action 
The advertisement must initiate action that is overt, 
immediate and specific. 
Many theories have been developed using the AIDA theory as the 
basic line of thought. Schwab (1962, pp. vii-ix) added to this 
theory stating that advertising should show the prospect a 
product advantage, prove the advantage and persuade the prospect 
to grasp this advantage. Schramm (quoted by Wright, et al., 1971, 
p. 102) added to the AIDA theory that advertising should use 
signals that are understood in the same way by both source and 
receiver. Dunn (1969, pp. 274-280) stresses the idea to be 
• 
communicated. This idea will attract attention if it has a 
sufficiently meaningful impact at a glance. 
Following immediate impact, the advertisement must arouse and 
hold the prospective customer's attention until he has absorbed 
the information it has to offer - not just some part, but all 
of it. The information offered is extremely important and must 
be directed towards the product and how the product will reward 
the user. The information must apply exclusively to this 
product and not be true of all similar products. If the reader 
has read the information, it must impel him toward a purchase 
or a favourable image of the product. 
Wolfe and Twedt (1970, p. 130) also add the pre-requisite of 
creating a favourable brand-image. The message communicated 
should favourably influence prospects• attitudes toward the 
brand. It should change the opinions of non-users and should 
induce current users to at least maintain their favourable 
opinions of the brand or service. 
Marplan (pp. 2-4) suggests that believability should be added 
to the AIDA theory. The advertisement should make the reader 
believe that the message (with all the emotions and feelings 
accompaning it), is really directed at him, that the advertiser 
understood his own personal motivation in framing his advertising 
appeal. The advertising message should also not contain claims 
which prospects consider to be misleading. 
The modern theories indicate that providing information in an 
advertisement means considerably more than the mere stating of 
rational claims. To discover whether an advertisement has 
successfully achieved its objective requires a new, more 
sophisticated approach to the way in which advertising works. 
Considering all the recent theories, the following factors are 
essential in the communication and conviction process : 
i) the advertisement should attract the desired audience's 
attention 
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ii) the advertisement should commun~cate the features, 
iii) 
benefits and images about the product clearly, interestingly 
and effectively 
the communicated information should be adopted by the 
prospect. It should reinforce positive attitudes or 
beliefs about the product among current users and/or 
favourably modify attitudes or beliefs about the product 
among non-users 
iv) it should persuade people to buy the product or to buy 
it more often - the advertisement will persuade the 
prospect either directly or indirectly to buy the product 
or to buy it more often. Persuasion may be achieved 
rationally or emotionally or by a combination of both. 
It will improve the product's status amongst the prospect's 
purchase priorities. 
1.3.3 THE WAY IN WHICH ADVERTISING NEEDS TO WORK 
As stated in 1.3.2 above, there is no certainty that advertising 
works in a known way in each particular situation and there is 
therefore no convincing universal theory of successful advertising. 
The writer suggests the following model of a successful advertising 
process which will form the basis of the principles to be reviewed 
and the research conducted : 
i) a successful advertisement will attract the prospect's 
attention and create initial interest 
An effective advertisement will immediately and repeatedly 
attract the maximum number of prospects' attention to make 
them aware of the particular product advertised and impel 
the prospect to want to read the message contained in the 
advertisement by creating initial interest in the message. 
ii) a successful advertisement will communicate relevant 
understandable information about the product and maintain 
interest in the information 
An effective advertisement will communicate information 
relevant to the product, with the following qualifications 
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a) by 11 relevant 11 is meant the information must encourage 
the reader to perceive the product as offering a proved 
advantage and satisfying an existing need or desire. It 
could also establish a new, or increase the salience of, 
a latent need or desire and encourage the prospect to 
think of the product as satisfying it. 
b) by 11 understandable information 11 is meant that an effective 
advertisement will communicate signals that are understood 
in exactly the same way by both the sender (advertiser) 
and the receiver. These signals include verbal and non-
verbal items, suggestions, innuendo and direct statement$ 
c) the advertisement must hold the prospect's attention to 
the information at least until the main message is 
perceived and understood. Ideally it should maintain 
interest in the information until all the relevant 
information is perceived. 
iii) a successful advertisement will induce adoption of the 
relevant information into the Erospect•s systems of 
emotions, beliefs, images and attitudep about the product 
The relevant information must be perceived by the prospect 
as being directed at him, as the answer to one of his 
needs or desires. It must influence the prospect's 
emotions, images and attitudes about the product by 
either changing or confirming these emotions, images and 
attitudes. It will modify or reinforce beliefs about 
the product among current users and non-users of the 
product, that is, all the prospects. 
iv) a successful advertisement will persuade the Erospect to 
buy the Eroduct or to buy it more often 
An effective advertisement will increase the reader's 
interest in buying the product or improve the product's 
status amongst the prospect's purchase priorities. It 
will also either directly or indirectly, persuade the 
prospect that the product will benefit him and induce 
him to buy the product or buy it more often. 
Persuasion may be achieved by effectively doing what is 
:t 
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outlined under i), ii) and iii) above, by appealing rationally 
or emotionally to the prospect and by asking for action. 
Having stated the model of an effective advertising communications 
process, the writer has selected some of the more important 
principles which apply to each element of the model. Chapter 2 
deals with some principles involved in effectively attracting 
attention and creating initial interest. Chapter 3 deals with 
some principles involved in effectively communicating relevant 
information about the product and maintaining interest in that 
information. Chapter 4 deals with some principles involved in 
inducing adoption of the relevant information, while Chapter 5 
deals with some principles involved in persuading the prospect 
to buy the product or to be favourably inclined towards the 
product. 
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CHAPTER 2, 
SOME ADVERTISING PRINCIPLES INVOLVED IN EFFECTIVELY 
ATTRACTING ATTENTION AND CREATING INITIAL INTEREST 
2.1 ATTRACTING ATTENTION TO THE ADVERTISED BRAND AND MAIN 
MESSAGE 
Principle no. 1 : 
A successful advertisement reflects the brand or service 
favourably without directing undue attention to itself 
(Ogilvy and Mather International, 1971, p. 17). 
One of the basic factors in attracting attention to an 
advertisement is the brand or service advertised. A prospect 
who pages through a newspaper should immediately be able to see 
which brand or service is advertised. Very few readers will 
spend time and effort in searching for the product or brand 
name when it is hidden. Inherent in communicating the brand or 
service is the product featured and an indication of the type 
of product or service advertised. Certain advertisements, for 
example, create the immediate impression that a toothpaste or 
a soap or a washing powder is being advertised. Some advertisers 
try to move away from the so called stereotype format by 
adopting an unusual approach which may attract the prospect's 
attention. Although novelty could be successful in attracting 
the prospect's attention, it is no guarantee that the message 
is being successfully communicated. 
Featuring the product in the advertisement is important for 
stimulating product identification, reminding prospects of the 
special pack features which enable them to select the product 
in a supermarket and thus eliminating confusion with any other 
similar type product. Factors which enable the prospect to 
identify the product are inter alia, the distinctive pack, the 
brand name (that is, the word(s) used for the product's name 
so that its identity is unquestionable), the colour(s), 
typography, shape of the package or product and the trade-mark. 
The writer is not suggesting that "a clever piece of advertising 11 
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will be ineffective but the advertis~ment should not attract 
attention to itself - it should skillfully attract attention 
to the product or service advertised. 
Principle no. 2 : 
A successful advertisement presents the brand or service and 
main message powerfully and distinctively so that the prospect 
can grasp it at a glance 
(Kirkpatrick, 1964, p. 115}. 
Very few readers of a newspaper read all the articles or 
advertisements featured in that publication. Selectivity is 
practised and the successful advertisement will stop the reader 
who is paging through the particular publication. 
Featuring the product by itself in an advertisement is not 
sufficient. Advertisers want to tell their prospects something 
special about the brand, for example, a special feature, benefit 
or need it will satisfy. This is called the main message which 
is communicated through the headline, the illustration, a base-
line or a combination of these. 
The prospect should be able to clearly identify ·the type of 
product, the brand and the main message advertised and should 
not confuse it with any other product. Furthermore, the main 
idea should be understandable and meaningful at a glance to 
such an extent that each prospect feels he is being addressed 
personally. 
2.2 SECURING INITIAL INTEREST 
Principle no. 3 : 
A successful advertisement will create initial interest in the 
advertising message and hold the prospect's interest 
(Lucas & Britt, 1950, p. 30). 
The main message of the particular brand advertised should 
guarantee the attraction of initial attention in order to 
create subsequent interest in the communication. 
Interest in an advertising message may involve a state of 
feeling which is usually pleasant. This pleasant feeling is 
experienced when the prospect likes what he sees, perceives 
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• the product as offering a reward or satisfying one of his 
particular needs and when the message conforms to his existing 
beliefs and attitudes. The interested prospect usually has a 
favourable mental set toward the message and he will continue 
to attend to the object of interest (the advertising message) 
until he is satisfied that he has obtained sufficient information, 
becomes bored or is interrupted. Interest in advertisements 
usually wanes quickly when the message is not sufficiently 
meaningful or relevant to him or when he has to concentrate 
to understand what the advertiser is trying to communicate$ 
Principle no. 4 
It is easier to secure initial interest in t~ ~essage if it 
is perceived as conforming to the prospect•s existing beliefs 
and attitudes towards the message 
(Dunn, 1956, pp. 148-151}. 
The advertising message is perceived initially when the reader 
receives his first impressions and will secure initial interest 
more easily if the subresponses to the message are already 
present than when it is contradictory to his existing beliefs 
about the message and the attitudes he holds toward the message. 
Beliefs and attitudes toward a certain message are influenced 
by the reader's past experience with the product or service 
advertised or similar products or services. If an advertisement 
for an insecticide, for example, claims that the particular 
product kills insects fast, initial interest will be secured 
more easily if the prospect has established this by having used 
the product and found it to be effective rather than when actual 
trial of the product proved that it was not effective. 
An advertisement which features something unusual or unknown may 
secure initial interest if it is perceived to be consonant with 
existing beliefs and attitudes. If a message's validity is 
suspected, initial interest may not be secured. 
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2.3 PHYSICAL ASPECTS OF AN ADVERTIS~MENT 
Principle no. 5 : 
An increase in the size of an advertisement does not result in 
a proportionate increase in attention-value 
(Bogart, 1967, p. 148). 
Advertisers are often faced with the task of either concentrating 
on a few large advertisements in order to achieve the dominant 
effect of size, or using smaller space and more frequent insertions 
to expose the product and its benefits to more readers more often. 
The action to be taken will depend upon the objectives of the 
advertisement and the advertising budget. 
A small-size advertisement can hardly be used to convey detailed 
information on product use, while money will be wasted if the 
message is communicated in a large advertisement when a smaller 
size could be used just as effectively. 
For the purpose of attracting attention it could be generally 
accepted that the larger the advertisement, the greater its 
chances of being noted. However, an advertisement twice the 
size of another will not double the attention-value of the 
smaller. The larger advertisement must be about four times 
larger to attract twice the attention (De Lozier, 1976, p. 38). 
The "square root law 11 (Rudolf, quoted by De Lozier, 1976, p. 38) 
applies: The attention-value of an advertisement increases as 
the square root of the size of the advertisement increaseso 
2.4 THE ILLUSTRATION OR VISUAL 
Principle no. 6 : 
No amount of advertising copy can more effectivelY attract the 
prospect's attention than an illustration 
(Baker, 1961, pages unnumbered). 
In a newspaper advertisement the presence or absence of a 
picture can cause marked differences in its effectiveness. The 
illustration could feature people or a situation or something 
unusual. It performs the task of selecting the audience for 
the advertisement (for example, a male model drinking brandy 
will clearly indicate that this advertisement is aimed at men). 
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An illustration can also depict rewards by featuring what the 
product will do for the consumer. 
Illustrations are specially suited to set the mood for the 
prospect or create a certain atmosphere of, for example, empathy, 
quality, effectiveness or freshness. Illustrations help prospects 
to identify the product, create a user-image (that is, the type 
of person likely to use the particular product) and situation-
image (that is, when and where to use this product). 
Nowadays many people have insufficient leisure time at their 
disposal in which to do what they want to do (for example reading 
a newspaper at leisure)~ therefore, pictures present the quickest 
way of getting ideas across. 
Illustrations are particularly useful in convincing prospects of 
the qualities of a product. They also serve to announce, and 
create interest in a new product. A new model car for instance 
will never be successfully described in the advertising copy 
without depicting the model. A combination of both will show 
the features of the product and elaborate on its qualities and 
benefits. 
' It is; however, important that the illustration should be 
carefully selected because good illustrations may attract a 
prospect's attention while irrelevant or annoying illustrations 
may repel readers. 
Principle no. 7 : 
A picture of a person using a product is more natural and 
attention-getting than an inanimate still-life of the product 
(Burton, 1955, p. 372). 
People are usually more interested in other people doing things 
in familiar situations than they are in a product alone. 
Stationary objects and people in an advertisement appear lifeless 
and dull. People who appear to be stationary may also look posed 
and unnatural. Vivid incentives should be provided to obtain the 
favourable attention of a reader. 
A good illustration of a person using the brand can set a trap 
to attract the prospect's attention and arouse interest into 
reading the copy to establish what the product can do for him or 
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her. Moving objects bring life, exc~tement and interest to the 
advertising message. 
Furthermore, a series of pictures that tell a particular story 
rank high in attention-value because the pictures in sequence 
can, for example, explain how to use the product in an interesting 
way. In advertising to Blacks the conventional sequence of 
presenting a series of pictures should be used (that is, from 
left to right and top to bottom). When breaking away from the 
conventional sequence, misinterpretation could result (Van der 
Reis, 1969, pp. 84-95). 
Principle no. 8 
The illustration must be relevant to the basic message of the 
advertisement 
(Dunn, 1956, p. 176). 
The illustration should not attract undue attention to itself 
but should be relevant to the basic message of the advertisement. 
A relevant illustration may help to convert visual attention 
into personal attention while most irrelevant illustrations are 
primarily designed to catch the reader's eye. Such illustrations 
may attract initial attention but convey ideas which have little 
advertising value (for example, a pretty girl featured to advertise 
motor oil). 
Sumner (quoted by Lucas & Britt, 1950, p. 271) established that 
in the United States of America illustrations were less relevant 
to the printed message than to the advertised product. The 
percentage of people who saw the advertisement and actually read 
the copy, was small and only few of the non-readers received any 
useful impression of the important message by observing the 
illustration. 
In creating relevant illustrations, certain parts of a person's 
face for example, could be made interesting. The eyes could be 
concentrated on for advertising make-up or the teeth for 
toothpaste. Such relevant illustrations usually generate interest 
in reading the advertising copy. 
Irrelevant illustrations such as a woman cleaning her house in 
a Sunday dress and high heels or smiling happily as she does 
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the dishes, may be out of key with reality. A prospect might 
look at such a visual, disbelieve it and decide to ignore the 
message. Background or atmosphere illustrations are mainly 
used to create a certain mood or atmosphere or to put the main 
picture in the right setting. They should, however, be used 
with caution not to be so bold or prominent as to draw attention 
to themselves rather than to the advertising message. 
2.5 THE HEADLINE 
Principle no. 9 : 
''The wickedest of all sins in attracting attention is to run an 
advertisement without a headline" 
(Ogilvy, 1963, p. 104). 
The headline, apart from the illustration or when an illustration 
is not used, is often looked upon as the principal attention-
getter in a print advertisement. The headline, with the help 
of the illustration, captures the attention of the prospect as 
he pages through a newspaper and will either prompt him to read 
the entire message or motivate him to ignore the message. Some 
advertis·ing men have credited the headline with up to seventy-
five per cent of the pulling power of an advertisement (Burton, 
19 55 I Po 417) o 
Ogily (1963, p. 104) is of the opinion that five times as many 
people read the headline as the body copy. Consequently, not 
having done some promoting in the headline, eighty per cent of 
the money spent on the advertisement is wasted. 
Whatever percentage is assigned to the headline alone, no 
advertising man should underestimate its importance. 
Principle no. 10 : 
A headline should be specific 4 relevant and understandable 
(Kirkpatrick, 1964, p. 172). 
The headline enables a prospect to selectively screen those 
advertisements in a newspaper which will offer him a specific 
reward or promise satisfaction of a particular need. 
Prospects want to receive the reward or need satisfaction message 
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in a few seconds. Advertisers should not try to let the prospect 
guess what the advertisement is all about. 
Sometimes advertisers may want to direct their advertisements 
at specific people and alert the prospect by headlines such as 
11 What every pregnant woman should know 11 or "Teenagers, solve 
your acne problem today''. These headlines (called selective 
headlines) involve a serious compromise - the more selective 
they are, the fewer readers will be attracted but the higher 
the quality. 
Headlines should use understandable language to be interpreted 
without any confusion. 
Advertisers should always remember that Blacks have had 
relatively little education compared to their White counterparts 
and may experience difficulties in comprehending the English 
language to some extent because it is a second language. 
Headlines should therefore be very simple and relevant to the 
rest of the advertisement. 
Brief headlines are necessary because of the reader's span of 
attention but their content is more important than the exact 
number of words. Regardless of the specific length of the 
headline, it should be specific, to the point and understandable 
at a glance. A prospect will not spend much time trying to 
establish what the headline is trying to say or searching for 
cues to eventually understand the message. 
2.6 EMPHASISING THE VISUAL, HEADLINE OR BODY COPY 
Newspaper advertisers have a limited amount of space to work 
with in any publication it employs. Consequently, in using the 
available space, the illustration, headline or body copy should 
be placed in as effective a manner as possible. In recent years 
a strong tendency to strive for individuality - to be different, 
has emerged. Some advertisers have put the illustration at the 
bottom of the advertisement or the body copy over the illustration 
with the headline at the bottom. In deciding what to emphasise, 
the following three principles apply (that is, principles 11, 
12 and 13). 
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Principle no. 11 : 
If the appearance of the brand is vitally important in the 
ultimate purchase, the visualised brand should be emphasised 
(Dunn, 1969, p. 288). 
Some products, especially those sold in supermarkets, are 
differentiated primarily by their packaging, distinctive colours 
used, the logo or a symbol of some sort. Easy product identification 
is crucial when exposed along with a wide variety of similar 
products on the shelves. A housewife doing her monthly shopping 
may for example, be exposed to Macleans-, Colgate-, Aquafresh-, 
Appeal-, Signal- and other toothpastes. Emphasising the product 
realistically in the advertisement will aid her in her final 
selection of a particular toothpaste. 
When a new product is introduced on the market, the visualised 
product should be emphasised in the advertisement to attract 
attention to the product's distinctive features and to indicate 
in what ways this product is different to other similar products. 
Products which have been on the market for many years, should 
still be featured in the advertisement although not as dominantly 
as in the case of a new product. Advertisers should realise 
that although their products may be well-known and extensively 
used by their target audience, competitive products in a sometimes 
highly competitive market are continuously striving to obtain a 
larger share of that market. An advertiser simply can not afford 
to sacrifice the opportunity of repeatedly reminding prospects 
of his product and what it looks like. 
Existing products are often re-launched or re-introduced in 
different pack shapes or -sizes. In such a case the visualised 
product should be emphasised to stress the differences. 
Principle no. 12 : 
The more important it is to make emotional associations with 
the brand or service, the more the visual should be emphasised 
(Dunn, 1969, p. 288). 
People respond quickly to emotions when captured in words or 
pictures. Emotions are close to the reader's mind and illustrations 
can effectively be used to attract attention and create a certain 
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mood or atmosphere like happiness, dastress, consumer enjoyment, 
empathy and other emotions like love or fear. An illustration 
featuring a deeply concerned mother next to the bed of her ill 
child can immediately evoke the prospect's emotions because she 
may have been in a similar situation. 
In deciding what to feature in the emphasised illustration, the 
most important idea deserves the most prominent display, the 
least important, the least display. 
Principle no. 13 
The more important the facts are in accomplishing the advertising 
objective, the more important the verbal message will be 
{Dunn, 1969, p. 288). 
The headline should be emphasised for stressing action to be 
taken or asking for action. Owing to limited advertising space, 
important facts can not be extensively visualised. Sometimes 
a detailed technical explanation is required or an important 
product or service attribute should be emphasised and explained .. 
In such cases the verbal should be emphasised, backed by a 
relevant illustration. 
An advertisement containing a headline and lengthy body copy 
without a supporting visual will have little attention-value. 
Such a dull, uninteresting advertisement will attract few Black 
readers• attention. Two factors could contribute to this, that 
is, their relative inability to read English fluently and a 
dislike for too many words claims presented in an uninteresting 
manner. 
Rosenblum (quoted by Me Clure & Fulton, 1964, p. 224) summarises 
the latter three abovementioned principles accurately by stating : 
11 You can feature the picture, or 
you can feature the headline, or 
you can feature ·the price, or 
you can feature the body copy. 
If you try to feature all, you feature none 11 e 
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Principle no. 14 
An advertisement should not be cluttered to such an extent that 
the important featured elements are cut off 
(Burton, 1955, p. 375). 
A prospect glancing through a newspaper will be more attracted 
to a structurally sound advertisement than a cluttered one. A 
structurally sound layout is well built, its composition is 
streamlined and clean while its arrangement of the important 
elements is orderly and logical. Important elements like the 
product or the model should not be carelessly hidden behind 
less important elements. This could result in incorrect 
identification of the brand or user-image portrayed. 
From the research conducted by van der Reis (1969, pp. 110-115) 
it became clear that models, products and other important 
elements should be exposed in full in order to be correctly 
interpreted by Blacks in South Africa. 
A cluttered advertisement may cause confusion at a first glance 
and a prospect will not spend time and effort trying to establish 
what the advertisement is communicating. Cluttering the 
advertisement may result in consumers turning the page or 
avoiding the advertisement in future. 
Principle no. 15 : 
To attract attention, people and objects should face into the 
advertisement 
(Burton, 1955, p. 376). 
This principle deals with gaze motion and eye movement. The 
reader's eye must have a starting point and it is usually the 
headline or some element in the illustration. Every advertisement 
has a focal point and the focal point the advertiser wants the 
prospect to set his eyes.on is an important part of the verbal-
or non-verbal message and should fall in or near the optical 
centre. The optical centre is slightly above and to the left 
of the exact centre, and is usually given considerable attention 
by a reader's eye. 
The various elements in an advertisement must be positioned in 
such a way that the prospect's eyes gaze in regular sequence to 
I 
I i 
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cover all the important elements (for example, move from the 
reward, to how to use the product, to the brand name, to the 
price and to the baseline). 
A picture of a person looking toward an important price or 
announcement or toward the product will motivate the prospect 
to do the same. If the model looks out of the advertisement, 
the prospect will do it too and may not come back to the 
advertisement because something else or another advertisement 
may have attracted his attention. 
Principle no. 16 
An advertisement using colour will more successfully attract 
attention than an advertisement not using colour 
(Lucas & Britt, 1950, p. 307). 
A black-and-white advertisement will attract less attention than 
a similar advertisement using colour. Brighter and richer 
colours, especially used in contrast, are effective in attracting 
attention. Colour treatment of an advertisement also gives eye-
appeal. Most products used by Blacks have coloured packages and 
using these colours in the advertisement makes the product seem 
realistic. 
Colour treatment also helps in product identification while an 
important atmosphere or image could be effectively portrayed by 
using colour. 
It is beyond the scope of this dissertation to assess which 
colours should be used in advertising aimed at Blacks and what 
symbolic meaning a specific colour has for Blacks. 
There is a definite need for research in this area because many 
advertisers in South Africa use expensive colour press 
advertisements aimed at Blacks. By using the "wrong" colours, 
a completely different connotation could be attached to the 
mood or image intended to be portrayed and it constitutes a 
financial risk. 
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CHAPTER 3 
SOME ADVERTISING PRINCIPLES INVOLVED IN EFFECTIVELY 
COMMUNICATING RELEVANT INFORMATION AND MAINTAINING 
INTEREST IN THE INFORMATION 
3.1 COMMUNICATING RELEVANT PRODUCT INFORMATION 
Press advertising is mass communication through newspapers and 
communicates information about the product or service by using 
words, illustrations, suggestions, feelings and innuendo. 
Some of these are particularly relevant to the product or service 
while others are not. The advertiser may perceive these words 
and illustrations as being relevant because of his knowledge of 
the product while the prospect he wants to reach may not perceive 
this relevance. Some elements of the advertising message are 
clearly relevant to the product while others have a more subtle 
relevance (for example, feelings, innuendo and images). The 
advertiser is confronted with the task of establishing which 
information is relevant to the prospect and which is not and to 
use only that product information which is particularly relevant 
to the prospect's desires and needs. 
Furthermore, an advertiser may want to stress a particular 
motive (for example, achievement) wheri using the product pictured 
in an advertisement. 
Deppe (1974, p. 2) established that some principal observed 
motives expressed by Soweto Blacks coincided with the intended 
motives in some advertisements. Some only partially coincided 
and in some advertisements the observed motives were quite 
different from the intended motives. 
These results indicate that emphasising a particular motive 
should be treated with care and advertisers should research 
into the relevance of the motive perceived and its correct 
interpretation before scheduling the advertisement in a particular 
publication. 
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3.1.1 RELEVANT AND IRRELEVANT VERBAL INFORMATION 
It is important to distinguish between relevant and irrelevant 
information contained in the headline, body copy and baseline. 
Relevant information in verbal form should state the product's 
name and outline its main attributes. It should inform the 
prospect of its main virtue, persuade the prospect that it 
merits use and create a favourable image towards the brand or 
service advertised. Irrelevant information may be those minute 
product superiorities consumers are not curious about or the 
mere stating of general features which could apply to all the 
competitive products or services. 
A personalised message could be very relevant. A headline or 
copy which does not succeed in making the prospect feel that 
the advertisement is aimed at him or someone he can identify 
with, may be perceived as not relevant. 
Principle no. 17 : 
A successful advertisement will tell the prospect to use this 
brand or service to get this specific benefit 
(Reeves, 1961, p. 39). 
The advertiser is dealing with prospects who may have specific 
needs or desires on the one hand and those with vague needs and 
latent desires on the other hand. Both these prospects often 
have various alternative products or services to select from. 
The advertiser must stress the most important needs and desires 
to prove to the prospect the necessity of using his brand or 
service. This could effectively be proved by stressing a 
specific product benefit which will offer the prospect a 
meaningful reward. The advertiser should not try to include a 
wide variety of benefits in the advertising message~ The less 
important benefits may weaken the impact of the message or even 
confuse the prospect. 
Motivation research is necessary to provide the advertiser with 
those motivating factors which are more viable than others in 
motivating the prospect to buy his specific brand or service. 
He should, however, not use the strongest motivating factor if 
it is not a real benefit of his product because actual trial of 
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the product may result in dissatisfaction and repeat sales 
could suffer. 
The selected product benefit could be expressed directly by 
using a direct statement or indirectly by describing the reward 
in using the.product. When directly expressed, the prospect 
should be able to comprehend the message without any misunderstanding~ 
When expressed indirectly, the prospect .should be able to 
comprehend the relevance of the message to him, how he will 
benefit from using the product and the satisfaction he will 
experience. 
Principle no. 18 : 
The selected benefit should have the greatest interest for the 
greatest number of prospects 
(Burton, 1955, p. 414). 
The advertiser should not only know which benefit to stress in 
the advertising message, he should also reach the largest number 
of prospects with the selected benefit. It is of no use to 
elaborate for example, on the automatic washing qualities of an 
electrical washing machine when only relatively few Blacks have 
electricity in their homes or to stress the fact that this 
detergent removes the coal dust from an overall effectively while 
few Black men wear overalls or have coal dust on their overalls. 
The selected benefit should therefore be meaningful to most 
prospects (for example, to combat tooth decay because most people 
suffer from this problem). If equally important benefits could 
be used which are relevant and applicable to most prospects, more 
than one advertisement should be used rather than stressing both 
in one advertisement. 
Principle no. 19 : 
The more concretel immediate and direct the satisfaction offered, 
the more successful the advertising message will be 
(Lucas & Britt, 1950, p. 102)o 
Advertisers should avoid vague statements offering vague satisfaction 
when using the product. Even worse is an advertisement which does 
not offer any satisfaction. 
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Some advertisements offer the consumer satisfaction but the 
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satisfaction is described only in the body copy which many 
prospects may never read. Advertisers should ensure that the 
main message (contained in the headline, illustration, possibly 
the first paragraph and the baseline) should outline the 
satisfaction offered. This satisfaction should be concrete and 
explicit, something with which the prospect can clearly identify 
and accept as being relevant to him. The satisfaction should be 
immediate, applying to him now, offering a solution to his 
problem now, satisfying his need now. Satisfaction to be 
obtained somewhere in the uncertain future will be of little 
value to a prospect who wants to satisfy an existing need or 
desire. 
Many words can be used to indicate the immediacy of the 
satisfaction- words like, inter alia, "now 11 , 11 fast" and "today". 
3.1.2 COMPREHENSION AND READABILITY OF LANGUAGE USED 
Principle no. 20 
Advertising copy should use language that is meaningful, natural 
and understandable to the prospect 
(Kleppner, 1950, p. 85). 
Advertising copy should be meaningful, natural and easy to 
comprehend by all prospects. Many prospects, especially Blacks, 
are not on the same verbal level as copy writers. 
The 11 skilled-with-words 11 -copywr iter is of·ten tempted to use 
words incomprehensible, or having completely different meanings 
to the prospect. Current newspaper advertising to Blacks often 
use words such as the "dryness" of a beer, the "smoothness" of 
a cigarette, "complexion 11 in beauty preparations and the "clean 
taste 11 in a peppermint. These words are supposed to be associated 
with something good and of interest and benefit to the prospect. 
The problem of using these words is not only their literal meaning 
but also the underlying feelings, emotional overtones and attitudes 
for which these words are symbols. 
Basically, the meanings of words are of two kinds : denotative and 
connotative. Denotative is the common dictionary meaning and 
connotative is the emotional, subjective or evaluative meaning. 
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The denotations will presumably be more or less the same for all 
people who use the same dictionary, attend the same school, having 
achieved the same educational standard or residing in the same 
area. 
Words have, however, many different connotations for different 
people. The meaning of a word is greatly influenced by the 
context in which it is used. The phrase 11 ! feel great 11 for example, 
could be perceived as an expression of good health in a vitamin 
advertisement but could be perceived as an expression of a headache 
in an advertisement portraying a person getting out of bed with an 
obvious hangover. 
Advertising copy aimed at Blacks should present concepts that are 
natural and understandable to the reader. It should be written 
with a specific reader in mind like children, teenagers, housewives 
or men. 
The language to be used may also depend upon the type of product 
advertised. If a product has different uses to different people, 
different copies should be written for the different users. The 
better each individual approach answers the problem in the minds 
of the prospects it is trying to reach, and the more natural the 
language is to each target audience in terms of their particular 
interest, the more effective the copy will be. 
Advertisers may decide to use certain words or phrases over a 
period of time to educate the reader. These words may mean the 
same thing in advertisements for similar products. They will, 
however, mean something else when used for another type of product 
or aimed at prospects living in different areas. 
Language should be used in advertising to Blacks which is simple 
and natural due to their relatively low average educational 
standard achieved. It is beyond the scope of this dissertation 
to provide a list of words which are comprehensible to Blacks 
but the quantitative survey will include a measurement on some 
advertisements which may indicate the danger of using incomprehensible 
language. 
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Principle no. 21 : 
Positive words are inherently more effective in advertising 
than negative words 
(Lucas & Britt, 1950, p. 165). 
Positive words are usually directed toward the explanation of 
something pleasant or rewarding (for example, "Clearasil helps 
clear pimples"). Negative words are used to describe the 
avoidance of an unpleasant situation or feeling (for example, 
"Don't wait for the headache to strike"). 
Many products are easily adapted to either a positive or 
negative approach because positive satisfactions of appetite, 
love, social approval and success have their counterparts in 
hunger, loneliness, social rejection and failure. The difference 
between positive and negative verbal appeals is a difference in 
emphasis of the advertising approach. 
Which approach to use has often been debated but there appears 
to be a popular notion that positive words are inherently more 
effective than negative words. Positive words are psychologically 
more viable in building goodwill and describing satisfaction 
derived from using the product. Negative words and phrases, 
especially when read at a glance, could result in negative 
connotations associated with the product. For example, "Don't 
wait for the headache to strike" could be read as "Wait for the 
headache to strike". 
3.2 COMMUNICATING THE BRAND-IMAGE 
Principle no. 22 : 
A successful advertisement will communicate a favourable brand-
image which clearly distinguishes it from competitive brands 
(Ogilvy, 1963, p. 100). 
A successful advertisement will not only communicate relevant 
information about the product, it will also communicate a sharply 
defined personality for the brand. 
In this regard Deppe (1974, p. 5) established that the American-
image is favourably regarded by Blacks owing to factors such as 
wealth, progressiveness, a beautiful country and a pleasant life. 
l 
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If an advertiser uses the American-image, the prospect should 
be able to perceive it as an American product and not as really 
a South African product which the advertiser is trying to sell 
by attaching an American flavour to it. 
The brand-image should be sufficiently meaningful and relevant 
to the prospect's desires to convince him that he is making the 
right choice when buying the brand. The brand-image needs to be 
expressed in virtually every important element in the advertisemente 
It should be obvious in the headline, the illustration, the first 
paragraph, the body copy and the baseline. 
An important element in communicating the brand-image is the 
illustration. The illustration, however, needs the support of 
the headline and body copy. The same headline and body copy 
can, for example, be taken and by changing the illustration, a 
different brand-image will emerge. For example, an advertisement 
with a headline 11 !f you're a man's woman....... . Dante deodorant 11 
coupled with an illustration of a very sexy naked woman will 
portray a completely different brand-image than when the 
illustration features an elegantly dressed woman. 
It is important to decide which brand-image should be communicated. 
This brand-image should support the more powerful buying motives 
for the particular product type and for the particular brand. A 
medicinal product for example should rather have a brand-image 
of efficacy than of economy. 
The brand-image should always be positive. It should give the 
prospect a reason for selecting that brand rather than another 
brand. The brand-image should be different to the brand-images 
of competitive brands. It should not for example be perceived 
as 11 another economical product" or 11 another pain reliever 11 • 
Principle no. 23 : 
Symbols used to create a particular brand-image must conform to 
the product as well as to the audience to be effective 
(Martineau, 1957, p. 47-49). 
Advertising communications depend heavily on the use of symbols 
to get across a message or create a brand-image. 
Words are the most familiar type of symbol used in press advertising 
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and the choice of words and composition of phrases and sentences 
is important. 
Colour and the use of contrasting colours are extensively used 
to portray symbolic meanings (for example, green for freshness, 
red for strength or brown for maturity). The symbolic meaning 
of colours will depend upon the context in which they are used 
and the brand advertised. 
Numbers are also used to communicate symbols. In a recent 
insurance advertisement aimed at Blacks in South Africa the 
headline read "more than 3 500 000 lives are assured with Homes 
Trust Life - they call us the growing giant in insurance 11 • Here 
numbers were used symbolically to denote size. It is, however, 
important that the size of the company should be a strong 
influencing factor in deciding which company's insurance to buy 
because prospects may want personal attention and the large size 
may indicate that they will be a mere number among many others. 
Symbols are attributable to people and to products. Advertisements 
symbolically classify products and the people who use them into 
different categories. An advertisement could symbolise a person 
as being efficient when he uses a Parker Pen, he could be daring 
when he drinks Mainstay Cane Spirit {owing to a headline like 
"You can stay as you are for the rest of your life or you could 
change to Mainstay") • Women are symbolised as being sophisticated 
when they smoke Cameo cigarettes, people are sociable when they 
drink Pepsi {owing to an illustration depicting a group of sociable 
people and bearing the headline "Be sociable, have a Pepsi"). 
A large number of recent press advertisements, especially for 
detergents, are using words to the effect of "save money", "cut 
costs", and"········ lasts longer" to symbolise the products 
and consumers as being economical. Men are often symbolised as 
being masculine and women as being feminine (for example, a male 
person is symbolised as a real "he-man" by the Gunston cigarette 
advertisement which bears the headline "Men rate Gunston great"). 
Femininity is often symbolised by featuring an attractive woman 
while the copy describes for example an unique feminine perfume. 
Van der Reis (1972, pp. 1-6) established that older people 
depicted in advertisements symbolised the best husband, or father, 
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or wife or mother owing to Blacks• respect for age. Blacks 
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also respect a good, hardworking, conservative personality and 
a leader of the community like a teacher•s or minister 1 s wife. 
A car is interpreted by Blacks as a symbol of a person's success 
rather than of his occupation. Symbols of strength and 
handsomeness appear to be strong motivating factors among Black 
men owing to a desire expressed in this study to be strong and 
good looking. This was especially true of the educated westernised 
Black men. Their younger female counterparts want to be beautiful 
and modern while the older women expressed a preference to be 
plump, smiling, homely and respectable. Symbols of beauty appear 
to be lightness of skin and fineness of features. 
Whatever symbol is used, the selected symbol should conform to 
the product characteristics and the brand-image. A mild cigarette 
should for example not be symbolised as a cigarette for the rugged, 
he-man type male or a low-priced wine as a symbol of status. 
The symbol used should also be well-known to the prospect. He 
should be able to accept the symbol because it is relevant to 
his larger cognitive structure and has particular relevance to 
his present needs and desires. 
3.3 RELEVANT AND IRRELEVANT ILLUSTRATIONS 
Principle no. 24 
The illustration should be relevant to the product, the benefit 
or main message of the advertisement 
(Hepner, 1964, pp. 472 + 473). 
It has been stated in principle 8 that an illustration should be 
relevant to the basic message of the advertisement to attract 
the prospect's attention. Once it has attracted attention because 
it is initially perceived as relevant, the message communicated 
could at the extended exposure level not be relevant to the 
illustration. This could result owing to two major factors, 
that is, the illustration is incorrectly interpreted or the 
wrong image (user- or situation-image) is depicted by the 
illustration. 
Van der Reis (BM, no. 25, 1969) conducted a study on the 
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interpretation of illustrations in a~vertisements by Blacks and 
found that more than 56 per cent of the respondents were able 
to make a basically correct judgement about the people in 
illustrations. Blacks misinterpreted illustrations where people 
were placed in unusual places or where people were not depicted 
in full. Even outstretched arms and fingers spread wide suggested 
fighting to one third of the respondents. 
The particular setting of the illustration can also influence 
judgements considerably (Vander Reis, 1972, pp. 1-6). 
van der Reis established that models lying down or reading were 
seen as lazy, one in a leather jacket is a loafer or thug, one 
in or next to a car is a driver or chauffeur and one in a kitchen 
is the ideal wife or mother. 
Advertisers should exercise care in using such illustrations and 
are advised to research the relevance of the illustration to the 
rest of the advertising message. Relevance of illustrations is 
often a matter of degree. A successful illustration will be 
perceived as being relevant by most prospects. A relevant 
illustration has more memory-value for a particular brand or 
main message while irrelevant illustrations tend to be remembered 
for their own sake. 
Facial expressions of people portrayed in the illustration should 
be relevant to the main message of ·the advertisement. A worried 
person should look worried, a person with a headache should look 
like suffering from a headache and a happy person should be 
smiling. If the main message is about a man, then the illustration 
should picture a man, if it is about freshness, then freshness 
should be portrayed. 
3.4 MAINTAINING t~TEREST IN THE INFORMATION 
Princirle no. 25 : 
In order to maintain interest, the first paragraph should 
contain the most newsworthy item 
(Schwab, 1962, pp. 110-113). 
The illustration and headline should attract attention and 
create initial interest in the advertising message. The first 
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• paragraph should logically follow this message and aid the 
prospect into reading the body copy. The first paragraph 
should be concrete and specific to enable the prospect to 
speedily identify the answer to his particular problem or 
the product reward from using this product. It should outline 
the most important selling point but touch on points of human 
contact. The prospect should be able to feel that he is 
addressed personally. 
Principle no. 26 : 
Interest in the copy will be sacrificed if the COEY is cluttered 
with uninteresting or minor claims 
(Schwab, 1962, pp. 110-113). 
The copy should tell who, what, when, where, how and why - all 
directly related to the main message. Vague generalities should 
be avoided such as factors which concern the advertiser but not 
the prospect, claims which could apply to all competitive brands 
and claims which mean little without additional evidence provided. 
Too many unimportant or uninteresting claims could clutter the 
advertisement and result in lower readership of the message. 
Advertisers should use a few, if not one, major selling point, 
humanise the facts and illustrations to inspire the reader to 
want, as quickly as possible, what the product will do for him. 
Subheads containing news or curiosity appeal could effectively 
be used to get readers to read into the copy that follows. 
Questions could be provided throughout the copy to stimulate 
interest in the answers which follow. Only those selling messages 
related to the selected main benefit with the greatest general 
appeal should be included and should lead logically from one point 
of interest to the next. 
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CHAPTER 4 • 
..-...__...;.;._.-
SOME ADVERTISING PRINCIPLES INVOLVED IN EFFECTIVELY 
INDUCING ADOPTION OF THE RELEVANT INFORMAT!ON 
It has been stated in previous chapters that a successful 
advertisement will attract the prospect's attention and create 
initial interest, and communicate relevant product information 
and maintain interest in the information. The information must, 
however, be adopted into the prospect's systems of emotions, 
beliefs, images and attitudes about the product. 
4.1 ADOPTION OF EMOTIONS 
Emotion is closely related to belief and is defined as a stirred 
up condition of the organism (Allport, in Britt, Ed., 1966, p. 110). 
An emotional advertising approach could result in either arousing 
emotional tension or the acceptance·of the emotional appeal. 
Responses to advertising stimuli could therefore be positive or 
negative. 
Responses are positive when the emotions experienced induce people 
to read the copy, like what they see and read or perceive the 
product as satisfying an existing or latent need. Negative 
responses could motivate the prospect to turn the newspaper page 
or avoid that advertisement in future. 
Principle no. 27 : 
The most ineffective advertising stimuli are those which arouse 
little or no emotional resEonse 
(Britt, in Me Neal, Ed., 1969, p. 81}. 
The question whether the adver·tising appeal should be rational 
or irrational, has often been debated. The personality of every 
individual is built around basic emotional needs. The individual's 
actions are largely determined by these emotional needs. An 
individual may claim to act rationally or defend his actions on 
purely rational grounds but psychologists have proved again and 
again that this rationality is highly selective and not always 
rational. 
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Rational appeals in advertising may be appropriate in product 
categories such as industrial goods or products needing rational, 
technical descriptions and explanations. 
The advertiser, advertising a consumer product, could often use 
an emotional approach more effectively than a straightforward 
rational approach. 
Advertising stimuli. which arouse little or no emotional response 
are usually dull, uninteresting and do not appeal to a person's 
inner self. 
Many product types are adaptable to emotional appeals, especially 
products bought for sentimental reasons like perfumes, flowers 
and jewellery. The family is often the object of a great many 
sentimental attachments. Most products bought for sensory 
pleasure could be adaptable to emotional advertising appealso 
Emotional appeals have been used for products like oranges 
(appealing to health), food (appealing to physical indulgence 
and enjoyment), medicinal products (appealing to health) and 
social products like liquor and cigarettes, appealing to 
sociability and enjoyment. 
Principle no. 28 : 
Sex-aEpeal in advertising should not be overdone or irrelevantly 
used 
(Baker, 1961, pages unnumbered). 
People have mixed feelings about sex in advertising& They are 
caught between two extreme points of view. The more conservative 
type of person may be negatively predisposed towards sex-appeal 
while the liberal "man of the \'10rld" may not perceive sex-appeal 
as being objectionable. 
Sex-appeal, if skillfully used, could make an older prospect 
feel young again, could reassure men of their masculinity and 
women of their femininity. To many a young woman, sex-appeal 
could be a symbol of status because good looks support a feeling 
of superiority and open many desired avenues. 
The use of sex-appeal in an advertisement could get excellent 
results in attracting a prospect's attention. It should, however, 
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not attract attention to itself with0ut interesting the prospect 
in the message or communicating the desired message. A beautiful 
young female in a bikini pictured next to a stove may attract 
attention but the persuasive-value of such an irrelevant sex-
appeal may be extremely low. 
The use of sex-appeal is best suited to products which could 
logically use a sex-appeal approach such as soaps, bubble-baths, 
underwear and shampoos. 
Sex-appeal should, if used, not be overdone because a too open 
flaunting of sex-appeal may repel many prospects and create a 
negative brand-image or user-image for the product. 
A 11 sexy" female model, if exaggerated, could be seen as a type 
of person with whom prospects may not want to identify. 
Principle no. 29 
Humour is better suited for low-priced consumer products rather 
than high-priced products 
(Daniels, quoted by Dunn, 1969, pp. 313 + 314). 
By humour is meant a quiet, sensible use of amazing copy and/or 
illustration to do a job of soft selling {Herold, 1963, p. 9). 
Humour is usually used in a mixed atmosphere of relaxation and 
integrity to attract the prospect's attention and impart pleasant 
information. 
Humour is one of the most difficult emotions to introduce 
successfully into press advertising and an observation study 
conducted by the writer on advertisements which appeared in two 
newspapers aimed at Blacks (that is, the World and Weekend World) 
during the first half of 1976 revealed that only one advertisement 
used a humorous approach (for a cigarette). Humour should not 
be used as a toy to amuse the prospect or even worse, to amuse 
the advertiser. 
An advertisement should not rely primarily on humour for its 
impact because if it is too robust, it overrules the product 
and if it is too intellectual or subtle, it may be ignored or 
misunderstood. 
Some products do not lend themselves to a humorous approach. 
It is, for example, difficult to be humorous about illness without 
l 
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overstepping the boundaries of good taste when advertising a 
medicinal product. Purchasing a high-priced product involves 
a serious selection between alternative products. Humour is 
therefore better suited for impulse goods like confectionery 
and social products like liquor, cold drinks and cigarettes. 
Humour, if used skillfully by breaking up copy blocks with a 
humorous phrase, can interest the reader in what is to follow 
but most humorous approaches are short-lived. 
There is, however, the danger that prospects may initially 
enjoy the humorous message but after frequent exposure over a 
relatively long period of time, be irritated by it. 
4.2 ADOPTION OF THE USER- AND S!TUATION-IMAGE 
Principle no. 30 : 
The prospect should be able to identify himself/herself with the 
model in the illustration 
(Kovaks, 1972, p. 48). 
Blacks tend to perceive a particular model as being relevant to 
their cognitive structure when they can associate or identify 
themselves with the model in the advertisement (Van der Reis, 
1972, p. 1). Vander Reis found little evidence to suggest 
that any "typical 11 tribal characteristics are apparent in Black 
models. White models were consistently said to be more English 
or Afrikaans than were Black models said to be of a particular 
tribe (Vander Reis, 1972, p. 1). 
The respondents in this Soweto study held favourable attitudes 
to young White models and tended to attribute educational levels 
to the models that are similar to their own. These findings are 
particularly relevant to this dissertation in that Blacks of all 
ethnic groups could be used as models even if a product is aimed 
at a particular ethnic group. Also, young White models can be 
used. 
The actions of the model are also an important factor in the 
illustration. Kovaks (1972, p. 48) is of the opinion that 
advertising illustrations insult the modern womano She is hardly 
ever pictured in the reles she plays during the day like being 
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busy with domestic tasks or working in an officee 
The setting of the illustration is also important because models 
are associated according to their apparent behaviour, their 
clothing and jewellery, their facial expressions and other 
objects in the illustration. 
4.3 BELIEVABILITY OF THE ADVERTISING COMMUNICATION 
Advertising has for many years been criticised on its believability~ 
Taplin (1963, p. 42) states that the practice of people of not 
believing claims made in advertisements, is as old as large-scale 
advertising itself, if not older. Some critics of advertising 
have even accused advertising of being wholly untruthful or at 
any rate designed to create false impressions (Brown, quoted by 
Hancock, 1965, p. 17). 
Informative advertising which is descriptive of the qualities 
and prices of products may be more believable than irrational 
appeals used to associate the brand with something imaginitive. 
It is not always easy to use irrational appeals without running 
the risk of its believability being questioned. 
Belief is inherently a matter of feeling and emotion and the 
more the reader can identify the message as speaking to him, 
the more he will believe the promise or reward. People believe 
something if their inner feelings tell them that it is true. 
Without this inner sense of feeling, any belief rests on very 
insecure grounds, no matter how glittering or how overwhelming 
the parade of facts and reasons may be (Martineau, 1957, p. 119). 
Principle no. 31 : 
A prospect will adopt the advertising message if it is believable 
in all respects 
(Brown, quoted by Hancock, 1965, p. 17). 
The advertising message communicated by the headline, illustration, 
claims made about the brand, and irrational appeals, should be 
believable in all respects. Many a headline claims product 
superiority which is not substantiated in the body copy or 
illustration. Many illustrations depict unbelievable situations 
or solutions to problems. Many copy claims are claiming something 
45. 
which the product can not do. Many emotions portrayed are 
irrelevant or lack credibility. 
Advertisers are often accused of creating diversity of taste by 
stressing product differences whether they are real or imaginary. 
In marketing this is important because many consumers are unable 
to tell one brand from another when labels are removed. This 
indicates that the brand-image can contribute extensively to the 
success of a particular brand. This brand may, to a large extent, 
be similar to an unsuccessful competitive brand. 
The brand-image will be adopted if the message is believable 
and consonant with the prospect's past experience when using 
that particular brand. Even a demonstration of facts may not 
be adequate to overcome doubt if it is contrary to the prospect's 
experience. 
If at all possible, claims should be backed by results of tests 
conducted on the brand, awards won by the brand, guarantees and 
seals of approval. This could contribute towards securing 
believability and provide the prospect with a reason or an 
excuse to rationalise his purchasing decision. 
Principle no. 32 
Superlatives and weasel words are sometimes so general that a 
reader may not believe them 
(Dunn, 1956, p. 212). 
Typical examples of superlatives are "best 11 , "greatest", "newest 11 
and "fastest" and weasel words (that is, words which are generally 
intended to impress the reader and/or exaggerate) are "fine", 
"good", "amazing 11 , 11 lovely" and 11 beautiful". 
These words have been used extensively in many advertisements 
and have become so general that they have lost much of their 
intended impact. A reader seeing the same advertisement for 
more than a year bearing the headline "New way to get pain relief 
fast", may lose interest in the message because the 11 new way" 
could now be an "old way" to get relief from pain. Superlatives 
and weasel words could sometimes give the prospect a feeling of 
being misled and could insult the consumer's intelligence. 
~ (1956, pp. 251 + 252) points out that weasel words and 
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superlatives could be cleverly used ~o elicit the desired 
emotional response but most of the time they have very little 
psychological value and represent wasted effort. Two weasel 
words which appear to be powerful are "free" and "new 11 • 
can seldom be used but "new" can always be used for new products 
or when describing new ways to use an old product. 
The word "improved" is sometimes used to announce a relaunch of 
the product. This word could imply that the previous claims 
made about the old product (especially if it failed to sell 
well) were untrue and the claims stated about the improved 
product could also be untrue. Owing to the advertisements 
selected in th~ quantitative survey, it is not possible to 
assess the validity of this and further research is therefore 
necessary. 
Principle no. 33 : 
Exaggerated claims could sometimes be believed, seen as facts 
and relied upon 
(Preston, 1972, p. 21). 
Some advertising claims strongly exaggerate the product benefits 
or rewards to be obtained by using the product. Others may be 
seen as exaggeration although they exaggerate to a much lesser 
extent. Gross exaggerations are often seen as false representations 
intended to mislead the prospect and will be regarded as unbelievable. 
Such exaggerations can do the advertiser harm because actual 
trial or usage of the product may result in rejection of the 
advertising message after usage. Initial sales may not be 
affected while repeat sales may suffer. 
Less severe exaggerations, skillfully employed could be seen 
as facts and relied upon. Especially when prospects want to 
believe such exaggerations. A prospect may, for example, want 
to believe that a medicinal product will give relief from pain. 
Advertisers should avoid using exaggerations that are obviously 
untrue or which the brand can never live up to. 
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Principle no. 34 
The inclusion of some negative material in an overall favourable 
context might produce higher credibility of the message 
(Secord & Backman, 1964, p. 139). 
Advertising has often been criticised for being one-sided, only 
providing information about what the product can do but never 
what it can not do. Advertising rarely contains a negative 
comment on even a minor aspect of the product. 
Not one single negative comment was found in any newspaper 
advertisement which appeared in the World and Weekend World 
during the first half of 1976. 
Secord & Backman (1964, p. 139) conducted research among White 
students on this hypothesis and found that two-sided advertisements 
produced significantly higher believability and more attitude 
change in favour of the brands than one-sided advertisements. 
Principle no. 35 
Testimonial claims should be written in language the testifier 
would have used or the reader would expect the testifier to use 
(Dunn, 1956, pp. 272 + 273). 
Advertisers often use a testimonial approach by either quoting 
a well-known personality or a typical consumer. These testimonial 
statements may have impact and could be believable if properly 
used. Many testimonial claims suffer, however, from 
"transparenthusiasm". The testimonial claims often sound 
artificial and forced, as though they were written to order by 
the copywriter. The testifier•s enthusiasm may seem transparent, 
for example, the prospect may not believe that a. well-known 
personality would be that enthusiastic about a rather uninteresting 
product. 
A testimonial approach should use language which the testifier 
would have used. The testifier is an ordinary human being (for 
example, a typical consumer is used). This person would not be 
"skilled-with-words" to say for example "It takes a real man to 
recognise real quality. That's why I chose the quality of 
American-styled Triple Seven Trousers. I get straight into them 
when I'm out of that ring. It's their superb, comfortable fit 
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that makes me feel so good. They come in a wide range of colours 
and textures ••...•••• ". The testifier in this case was an 
unidentified Black boxer. 
The use of consumer language is important but should be adapted 
to the image of the testifier and the language the prospects 
would expect him to use. A doctor and bricklayer will obviously 
use different words. 
Belief in the testimonial claims is greatly reinforced by sensory 
experience. Based on the habits and experiences of the individual 
and the image held toward the testifier, 11 seeing is believing" 
may be less applicable in advertising than "sensing is believing". 
If the prospect has information or experience which contradicts 
the testimonial claims, he may not be inclined to believe them. 
The actual phrases or sentences used should also comply with 
everyday experiences. In the Triple Seven example above the 
testifier says "I get straight into them when I'm out of that 
ring". Prospects may doubt this because a boxer would be 
expected to take a bath or shower before he gets dressed. 
Principle no. 36 
Credible illustrations appear normal, natural and unposed 
(Kirkpatrick, 1964, p. 156). 
Normal, natural situations or users should be depicted in an 
illustration. A soap advertisement could depict the model using 
the soap in the bath or shower. A detergent could be depicted 
in the washing situation or food on the table where it is enjoyed. 
Furthermore, objects should be depicted in the correct proportions. 
Blacks seem to experience difficulty in estimating size in a 
three-dimensional illustration (Vander Reis, 1969, pp. 96-107). 
Van der Reis established that the size of an object separately 
shown, that is, not part of an illustration, is estimated in 
terms of the space i·t occupies on the page relative to that of 
other objects depicted in the illustration. Also, respondents 
had considerable difficulty in making use of cues of size, 
superimposition and perspective when the object is partly shown, 
partially obscured or indistinctly portrayed. This means that 
advertisers should ensure that the product is, for example, not 
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illustrated larger than the model or •the model larger than a 
house as is often found in advertisements aimed at Blacks. 
The illustration should not picture people who are obviously 
posing for the photograph. If the intention is to show a 
photograph of a person photographed when he graduated or at his 
birthday party for example, the posed picture will be natural 
and credible. In other situations when the intention is not to 
depict a typical 11 album photograph", the model(s) should not 
look posed. 
The mood, situation or model's reaction depicted could also be 
overdone or under depicted. This could make it seem unrealistic. 
For example, a horrified expression on the model's face in 
advertising antacid tablets or a straight face depicted when the 
model should be suffering pain. 
4.4 ATTITUDES IN ADVERTISING 
Attitudes are important psychological responses applicable to 
advertising. 
Deppe (1975) has recently conducted an extensive study on the 
attitudes of urban Blacks in South Africa ·to advertising. The 
writer does not intend duplicating the work conducted by Deppe. 
Owing to the importance of attitudes in advertising, the 
important findings of ~e•s study in this area and the 
relevance thereof to this dissertation, a discussion of attitudes 
seem highly relevant. 
4.4.1 Introduction 
In everyday usage the terms belief, attitude and opinion are 
very closely related in meaning. Although there are differences 
between them, they are frequently used interchangeably. 
A belief is the acceptance of a statement or proposition which 
does not necessarily imply an attitude of being for or against 
it. An attitude could be defined as a tendency to respond 
positively (favourably) or to respond negatively (unfavourably) 
to certain objects, persons or situations (Morgan & King, 1966, 
p. 594). An opinion could be placed somewhere between belief 
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and attitude because it involves some sort of belief and some 
attitude of being for or against, though the attitude may not 
be strong and the belief may be poorly formulated (Morgan & 
King, 1966, p. 597). 
In advertising, an attitude could be seen as a tendency to 
respond positively or negatively to advertising stimuli. People 
tend to respond to the stimuli by categorising or discriminating 
against the stimuli. 
To clarify the two conceptual elements of categorisation and 
discrimination in attitudes, a heavy smoker may for example 
unsuccessfully experiment with various toothpastes to get his 
teeth white. An advertisement for a new type of toothpaste, 
claiming to make teeth whiter may attract his attention but 
his past experience with other toothpastes motivates him to 
categorise this new brand with the others. He may not believe 
the message and hold a negative attitude to the brand, therefore 
discriminating against it. His wife may also see the advertisement 
or see it on a special introductory offer at the supermarket and 
buy the toothpaste. After he has used it he finds to his surprise 
that his teeth are in fact whiter and his negative attitude is 
now turned into a positive attitude. 
In the above example, the attitude change occurred reasonably 
fast. Attitudes have, however, a tendency to resist change and 
preserve themselves once they have been well formed. People 
tend to interpret stimuli selectively by emphasising those facts 
which comply with existing attitudes and deemphasising those 
which do not. Attitudes may even result in the avoidance of 
information that is inconsistent with these attitudes. 
Some attitudes are more difficult to change than others. Weak 
or unstable attitudes could fairly easily be changed while the 
more permanent attitudes tend to change slowly as a person's 
culture changes, as his personality matures and as he becomes 
better informed. 
4.4.2 Attitudes toward advertising per se 
Urban Blacks in South Africa seem to be favourably disposed 
towards advertising. DeEP~ (1975, pp. 2 + 3) found that 78,0 
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per cent of the Soweto sample in his.study rated advertising 
favourably, 5,0 per cent was undecided, 2,7 per cent gave no 
opinion while 14,3 per cent responded negatively towards 
advertising. Furthermore, it appears that better educated and 
higher income urban Blacks are more favourably predisposed to 
advertising than their counterparts. Age and sex were apparently 
not significant factors in attitudes towards advertising. 
Unaided responses by urban Blacks to advertising in this study 
provided specific attitudes to advertising. For example, 
"advertising is informative or educational" (mentioned in 35,1% 
of responses) , "a way of getting people to buy 11 ( 17, 9%) , 11 good" 
(16,4%) and 11 necessary or essential" (13,8%). 
Deppe also probed specific aspects of advertising by means of 
preceded questions. This provided a measurement of the essentiality, 
persuasive ability, correct representation and effect on product 
quality features of advertising. The majority of respondents 
(89,0%) regarded advertising as essential. The highly educated 
and high income groups, more so than their counterparts, perceived 
advertising to be essential. 
Advertising has often been accused of persuading people to buy 
things they should not buy. Urban Blacks in Soweto seem to have 
the same attitude because 59,1 per cent of the sample agreed on 
this statement. Approximately half the sample agreed that 
advertising resulted in better products while 39,0 per cent 
thought that advertising presented a true picture. 
An important result obtained by Deppe which is applicable to 
the research conducted in this dissertation, is the frequent 
mentions by the Soweto Blacks that advertisements are difficult 
to comprehend and untruthful$ The respondents described many 
dishonest advertisements (for 147 different products). Two 
factors appear to be very important, that is, the product's 
performance did not conform to the advertised claims and the 
claim that one product is better than another (within a 
particular product category) was not believed. Deppe (1975, 
p. 34) also established that a significantly large number of 
those respondents who had experienced a dishonest advertisement, 
held unfavourable attitudes towards advertising. 
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Attitudes toward press advertising seem to be influenced by 
income because significantly more favourable attitudes were 
found among the higher household income groups than in the 
lower income groups. There was a slight tendency for men, 
as compared to women, to prefer press advertising. Overall, 
respondents seem to be deeply concerned with the ability to 
read a press advertisement (Deppe, 1975, pp. 31 +55). 
4.4.3 Attitudes toward copy 
Although van der Reis (1974, pp. 20-36) found that listening to 
the radio is preferred to reading by Black men and women in 
Soweto, newspapers are preferred to other reading matter by 
those Blacks interested in reading. Among the Soweto men, the 
intellectuals comprised avid readers of newspapers while the 
social- and outdoor types were more casual readers of newspapers. 
The same applied to women in Soweto. 
Deppe (1975, p. 4) established that urban Blacks were less 
influenced by an advertisement with small detailed copy than by 
an advertisement without it. The major reason for this is the 
difficulty respondents experience in understanding the detailed 
copy. 
It seems that, based on the results of Deppe's attitude survey, 
copy could be used but simplicity and clarity of copy are 
necessary to the success of advertisements aimed at Blacks in 
South Africa. 
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CHAPTER 5• 
SOME ADVERTISING PRINCIPLES INVOLVED IN PERSUADING 
THE PROSPECT 
5.1 PERSUASION IN ADVERTISING 
Modern advertising is planned with persuasion as the objective. 
Persuasion in advertising could be described as an active attempt 
to influence people to action or belief by an overt appeal to 
reason or emotion (Wright, et al, 1971, p. 9). Advertising 
therefore not only provides information for the sake of informing 
consumers about products or services, it is permeated through 
and through with persuasion. 
Taplin (1963, p. 58) states that persuasion in advertising could 
be seen as having a minimum and maximum level. The minimum level 
is present when the advertisement attracts the prospect's 
attention and persuades him to devote time to read what it has 
to say. At the upper limit, persuasion ends where compulsion 
begins. 
Persuasion is present in all dimensions of the overt appeal to 
reason or emotion. Advertising which is successful in terms of 
sales ultimately works by persuading people to buy the product 
or buy it more often (Ogilvy and Mather International, November 
1970, p. 6). 
The following diagram {Prey, 1961, p. 224) indicates how the 
decision-making process works to the point where the prospect 
either prefers the advertised brand or not : 
Needs 
physical 
Degree to 
which 
consumer is 
moved to act 
FIGURE 3 
DECISION TO BUY A PRODUCT 
ADVERTISING COMMUNICATION 
Needs 
psychological 
Satisfaction 
expected from 
buying the 
product 
Evaluation of 
product's 
usefulness 
Resistance 
to buying 
the product 
Degree of 
preference 
for the 
product 
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Certainty 
of results 
of buying 
the product 
Inertia 
Expected 
satisfaction 
of buying an 
alternative 
product 
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Figure 3 indicates that advertising is involved in appealing to 
physical needs, psychological needs, information on the product's 
usefulness, rewards offered if the product is bought and the 
satisfaction that could be expected from buying the product. 
The effectiveness of the advertising appeals to satisfy perceived 
physical- and psychological needs will prescribe the degree to 
which the consumer is moved to act on the message. Engel (in 
Me Neal, Ed., 1969, p. 108) states three possible actions 
i) reinforce an attitude without satisfying a need. 
The result : no action. 
ii) satisfy a physiological need. 
The result : action or no action. 
iii) satisfy a psychological need. 
The result : action or no action. 
The degree to which the prospect will be persuaded to prefer 
the product will involve an evaluation of the degree to which 
he is moved to act, the satisfaction expected from buying the 
product and his resistance to buying the product. 
Inherent in this decision-making process is also the degree to 
which the advertisement is successful in attracting the prospect•s 
attention and creating initial interest, communicating relevant 
information about the product, maintaining interest and inducing 
adoption of the information into the prospect's systems of 
emotions, beliefs and attitudes about the product or service. 
5.2 INDIRECT MEASURES OF PERSUASION IN ADVERTISING 
5.2.1 Persuasion in attracting attention and creating initial 
interest 
Principle no. 37 
An advertisement which attracts a prospect•s attention and 
creates initial interest, will be more persuasive than those 
wh~do not 
(Ogilvy and Mather International, November 1970, p. 7). 
As stated in 5.1, persuasion in advertising starts when the 
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prospect is persuaded to devote his at-tention to the particular 
advertisement. It continues when the prospect is persuaded to 
become interested in the message and wants to read all about 
the advertised brand or service. A successful advertisement 
will therefore attract the prospect's attention, and repeatedly 
attract his attention. It will interest the prospect to read 
the message and repeatedly interest him/her to read the message. 
i 
5.2.2 Persuasion in communicating relevant product information 
and maintaining interest in the information 
Principle no. 38 : 
A persuasive advertisement will offer a reward for reading it 
and this reward should be sufficiently attractive to induce 
the prospect to continue reading 
(Schwab, 1962, p. 4). 
A persuasive advertisement should not only attract attention and 
create initial interest, it should hold attention to the relevant 
product information. Interest will be maintained if the message 
offers a reward. This reward should be meaningful and relevant 
to the prospect's desires to such an extent that he/she will 
continue to read the message until all the relevant information 
is perceived. 
5.2.3 Persuasion in adoption bf the relevant information 
The effectiveness of an advertising message depends upon factors 
which the advertiser can control like the advertisement itself, 
the medium used, page location and timing of the advertising. 
Other factors of effectiveness are beyond the control of the 
advertiser like the prevailing attitudes of the prospect towards 
the product advertised, the situation in which the message is 
received and the attitudes of the prospect towards the advertising 
message (the copy, the illustration and the brand-image). 
An advertisement aimed at Blacks will have to overcome such 
obstacles as "difficult to read and understand", 11 copy too long", 
"message is untruthful", and 11 the product can not do what the 
advertisement claims" in order to create favourable attitudes 
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toward reading that advertisement. Advertisements which have 
successfully overcome these obstacles may achieve the desired 
reactions and actions if the advertising message capatalise on 
existing attitudes towards the product and produce facts which 
outline a clear and simple course of action available to the 
prospect. 
Principle no. 39 : 
A persuasive advertisement will reinforce positive attitudes or 
beliefs about the product or service among current users and/or 
favourably modify attitudes or beliefs about the product among 
EOtential- or non-users 
(Ogilvy and Mather International, November 1970, p. 7). 
A persuasive advertisement's message, verbal or non-verbal, will 
be adopted by the prospect. The relevant product information 
must first of all reach the sense organs of the prospect who is 
to be influenced. Having reached the sense organs, the message 
must be accepted as a part of the prospect's cognitive structure 
(Cartwright, in Britt, Ed., 1966, pp. 452 + 453)~ 
When the message is inconsistent with the prospect's prevailing 
cognitive structure, it will either be rejected or distorted so 
as to fit or produce changes in the cognitive structure. 
Persuasion will lead to action if the message fits the prospect's 
larger cognitive structure and if the action is seen as leading 
to a desired objective (Cartwright, in Britt, Ed., 1966, pp. 
452 + 453). 
Principle no. 40 : 
The brand-image must be relevant to the prospect's desires an~ 
sufficiently meaningful to motivate the Qrospect that it will 
be to his advantage to buy the brand 
(Miller, 1972, p. 53). 
Most consumer products are bought on the strength of the image 
of the product. This image is considerably broader than its 
physical appearance and ingredients. The image of a particular 
brand also includes the idea the consumer has on the intrinsic 
qualities of the product, the types of people who use it, the 
prestige that goes with it and the advertising message about it. 
I 
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The image is not of a particular type of product, for example 
11 toothpastes help prevent tooth decay", but of a particular 
brand, for example "Macleans whitens teeth" or 11 Appeal freshens 
breath". The brand-image is important to both the advertiser 
and the consumer - to the advertiser because of the great and 
growing similarity of products and multiplicity of brands~ to 
the consumer because a sharply defined brand personality enhances 
brand selection and brand loyalty. 
The long range task of the brand's advertising in building a 
desirable brand-image is to achieve permanent brand loyalty 
among prospects. Brand loyalty or a preference for the brand 
will be established when the communicated brand-image is able 
to stand the test of actual usage and produce consonance with 
the communication after usage. The brand-image communicated 
should be relevant to the prospect's desires. It should be 
sufficiently meaningful to motivate the prospect to the belief 
that using this particular brand will be to his advantage. It 
should offer something special and if possible, something unique. 
Many analgesics may relieve pain, but this brand for example 
works fast and effectively, cures headaches with no after effects. 
The intended brand-image should be supported by an acceptable 
user-image with which prospects will want to identify. Another 
important factor is the situation-image. Situations depicted 
in an advertisement should be common to the prospect's field of 
experience or a situation the prospect will aspire to. It should 
not be depicted too high or too low. 
5.3 DIRECT MEASURES OF PERSUASION IN ADVERTISING 
The persuasiveness of an advertisement could be directly measured 
by the advertiser by means of two well-known measures. The first 
is to measure the immediate response to an advertisement asking 
for direct action. Direct action advertisements usually include 
phrases such as 11 special price while stocks last", ''special offer 
for this month" or "buy two for the price of one". These direct 
action advertisements usually aim to induce consumers to use the 
brand or service more frequently, during the off-season, to 
encourage consumers to substitute one brand for another or one 
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type of product for another and to encourage one person to exert 
influence on another in selecting a particular product. It 
could also aim to encourage prospects to try a product for the 
first time or to get people into a store (Dunn, 1956, pp. 115-
118) • 
The second measure is the use of a coupon. The response on an 
advertisement depicting a coupon is used as a measure of its 
persuasiveness. Coupon returns do not, however, reflect the 
actual persuasiveness of that advertisement. Bargain-hunters 
may send in coupons, hoping to get a free sample while some 
prospects may want to fill in the coupon but never get around 
to doing so. In advertising to Blacks, coupon returns may not 
reflect the actual number of Blacks who wanted to send in the 
coupon. A large number of them are unable to read or write or 
may even be shy about their ability to write. 
This study is, however, concerned with the researcher's direct 
measure of advertising persuasiveness. The following discussion 
of the "intention to buy" measure is aimed to highlight the use 
of this measure and to warn against using it as an absolute 
measure of persuasiveness. 
As stated previously, the ultimate objective of an advertisement 
~s to induce sales, and advertising researchers are often tempted 
to ask the prospect if it is likely that he would buy the product 
after being exposed to the test advertisement. This is an 
absolute measure of buying intention, provided the question is 
followed by another asking the prospect why he would be likely 
or unlikely to buy the product. There are inherent dangers in 
using buying behaviour as an absolute measure to choos,~ between 
two or more advertisements in advertising research, because 
(Ogilvy and Mather International, 1971, p. 5) 
i) the results are only a prediction of what is likely to 
happen in the market place 
ii) scores on buying behaviour should not be used too 
mechanically as an absolute precise and infallible 
"examination'' mark 
iii) such a single measure cannot be sensitive enough to 
provide an adequate basis for choosing between advertisements. 
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Ogilvy ~nd Mather (1971, p. 7) state 'therefore, that the real 
life effect on sales of a single forced exposure to a test 
advertisement is usually so minute that measurements of buying 
behaviour can only be predictions and should rather be used to 
measure the relative performance of different advertising 
approaches. 
Marplan (p. 5) suggests that the question on buying intention 
should rather be phrased to read 
"The advertiser has tried to increase your interest in buying 
the product. Did the advertisement increase your interest a 
lot, a little, or not at all?". 
And then follows : "Why do you say that?" 
Whichever way the question is asked, the 11 intention to buy" 
measure in research could be valuable when used diagnostically 
but should never be viewed as being an absolute measure of 
persuasiveness. 
5.4 SUSCEPTIBILITY TO PERSUASIVE COMMUNICATIONS 
Principle no. 41 
People differ in susceptibility to persuasive communications 
(Secord & Backman, 1964, p. 167). 
Persons differ in susceptibility to persuasive communications 
because a person might possibly be highly persuasible on certain 
topics but not at all persuasible on others. 
The person's susceptibility might also vary with different forms 
of appeal, different communicators, different media or other 
aspects of the communication situation. For example, an 
individual might be especially susceptible to testimonial messages 
from people in authority while another might be especially 
resistant to fear appeals but not to other forms of emotional 
persuasive communications. 
The susceptibility of individuals to persuasion is also connected 
with many psychological, cultural and social factors (Taplin, 
1963, p. 81). For example 
i) psychological : if a persuasive communication creates 
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sufficient dissonance because its elements are not consonant 
with many of a person's existing beliefs, he may reject the 
communication (Secord & Backman, 1964, p. 165). It is not 
the writer's intention to discuss Festinger•s theory of cognitive 
dissonance (Festinger, L. in Britt, Ed., 1966, pp. 114-120) in 
detaii but to indicate how this theory applies to an individual's 
susceptibility to persuasive communications. 
Festinger•s theory of cognitive dissonance helps to explain 
post-decision doubt. A reader takes cognition of belief, opinion 
and emotion when reading the message. Dissonance is inconsistency 
while consonance is consistency with existing beliefs, opinions 
and emotions. It is cognitively inconsistent to believe one way 
and behave another. Dissonance is psychologically uncomfortable 
and the reader will try to reduce the dissonance by changing his 
perception of reality to conform with his present knowledge and 
belief. He may also avoid information which leads to reminders 
of inconsistency between his beliefs and behaviour which are 
likely to increase inconsistency (Festinger, L. in Britt, Ed., 
1966, pp. 114 & 115). 
Dissonance may be caused by an emotional response to the visual 
which is perceived to be in bad taste, or a strong emotion-
arousihg headline or unbelievable claims made about the product 
in the body copy or even disliking the mood portrayed by the 
advertisement. According to Secord and Backman (1964, p. 176) 
dissonance does not affect initial exposure to the advertising 
message but if the reader decides to peruse the message, it 
will modify the evaluation of information received. This 
modification could result in the following reactions by the 
reader (Dunn, 1969, p. 224) 
a) selecting information that will produce cognition in line 
with existing belief or knowledge 
b) per~eiving the information as not being important 
c) disbelieving the information or 
d) avoiding similar information in future. 
ii) cultural a communication contrary to the cultural background 
or way of life of a prospect, is likely to fail in persuading the 
prospect. 
62 • 
• Advertisers should be aware of the fact that Blacks in South 
Africa are marked by severe economic, educational and social 
deprivation. There are also differences in Black- as against 
White consumption patterns. Furthermore, Blacks have their own 
value structure for various different products (such as status 
symbols or luxuries) and the advertiser should take these 
differences into account when communicating the benefits of 
his brand or service to this subculture group. 
iii) social : a communication contrary to the norms of the 
social group, is likely to fail in persuading the prospect 
(Secord & Backman, 1964, p. 166). 
Individual behaviour is strongly influenced and motivated by 
family, religious affiliation, professional groups, and even 
groups an individual does not belong to, but wishes to belong 
to (De Lozier, 1976, p. 132). Advertising is aimed at groups 
of people (for example younger females or housewives), all 
belonging to various social groups. When appealing to a 
particular social group, the message should conform to the 
norms of that particular social group. 
Taplin (1963, p. 81) is of the opinion that people's attitudes 
to persuasion change as their income increases. Richer people 
tend to buy advertised products and in effect accept the 
advertiser's persuasive message rather than spend time shopping 
around. Furthermore, a person who has no difficulty in providing 
himself and his family with necessities, is actively on the 
look-out for interesting ways to spend his money and such a 
person is wide open to persuasion (Taplin, 1963, p. 82)e 
Richer people tend to buy more on impulse than their poorer 
counterparts. Richer people may,however, have achieved a higher 
educational level than poorer people and be more critical in 
appraising advertising messages. 
Principle no. 42 
People with high intelligence will tend to be less influenced by 
communications which rely OE unsupported or misleading claims 
(Secord & Backman, 1964, p. 169). 
People with high intelligence are likely to be less influenced 
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by advertising using unsupported or misleading claims. These 
people have a superior critical ability compared to people with 
low intelligence. On the other hand, higher intellect people 
(because of their ability to draw valid inferences) may be more 
influenced than those with lower intellect when exposed to 
persuasive communications which rely primarily on impressive 
logical arguments. 
It was not possible to assess the intelligence levels of Blacks 
in the quantitative study of this dissertation. Therefore this 
principle could not be tested. Respondents• education levels 
attained were, however, established and it could be that people 
with a higher education will tend to be less influenced by 
communications which rely on unsupported or misleading claims. 
Also, these people could be more influenced than those with a 
lower education when exposed to communications relying primarily 
on impressive logical arguments. 
Principle no. 43 
Women are more persuasible than men 
(De Lozier, 1976, p. 119). 
The difference in persuasibility between men and women is not 
due to physiological factors. It is rather explained in terms 
of the sex-typed reles played by men and women. In a society 
women have tended, through the socialisation process, to be 
submissive and dependent, whereas men have learned that their 
r8le is characterised by dominance and independence (De Lozier, 
1976, p. 119). Women appear to be more persuasible than men, 
probably because they are less authoritarian and independent 
than their male counterparts. 
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SUMMARY OF THE PRINCIPLES REVIEWED IN PART ONE 
A. ATTRACTING ATTENTION AND CREATING INITIAL INTEREST 
1. A successful advertisement reflects the brand or service 
favourably without directing undue attention to itself 
2. A successful advertisement presents the brand or service 
and main message powerfully and distinctively so that the 
prospect can grasp it at a glance 
3. A successful advertisement will create initial interest in 
the advertising message and hold the prospect's interest 
4. It is easier to secure initial interest in the message if 
it is perceived as conforming to the prospect•s existing 
beliefs and attitudes towards the message 
5. An increase in the size of an advertisement does not result 
in a proportionate increase in attention-value 
6. No amount of advertising copy can more effectively attract 
the prospect's attention than an illustration 
7. A picture of a person using a product is more natural and 
attention-getting than an inanimate still-life of the 
product 
B. The illustration must be relevant to the basic message of 
the advertisement 
9. "The wickedest of all sins in attracting attention is to 
run an advertisement without a headline" 
10. A headline should be specific, relevant and understandable 
11. If the appearance of the brand is vitally important in the 
ultimate purchase, the visualised brand should be emphasised 
12. The more important it is to make emotional associations 
with the brand or service, the more the visual should be 
emphasised 
13. The more important the facts are in accomplishing the 
advertising objective, the more important the verbal message 
will be 
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14. An advertisement should not be cluttered to such an extent 
that the important featured elements are cut off 
15. To attract attention, people and objects should face into 
the advertisement 
16. An advertisement using colour will more successfully 
attract attention than an advertisement not using colour. 
B. COMMUNICATING RELEVANT PRODUCT INFORMATION AND MAINTAINING 
INTEREST 
17. A successful advertisement will tell the prospect to use 
this brand or service to get this specific benefit 
18. The selected benefit should have the greatest interest 
for the greatest number of prospects 
19. The more concrete, immediate and direct the satisfaction 
offered, the more successful the advertising message will 
be 
20. Advertising copy should use language that is meaningful, 
natural and understandable to the prospect 
21. Positive words are inherently more effective in advertising 
than negative words 
22. A successful advertisement will communicate a fayQurable 
brand-image which clearly distinguishes it from competitive 
brands 
23. Symbols used to create a particular brand-image must conform 
to the product as well as to the audience to be effective 
24. The illustration should be relevant to the product, the 
benefit or main message of the advertisement 
25. In order to maintain interest, the first paragraph should 
contain the most newsworthy item 
26. Interest in the copy will be sacrificed if the copy is 
cluttered with uninteresting or minor claims. 
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C. INDUCING ADOPTION OF THE RELEVANT INFORMATION 
27. The most ineffective advertising stimuli are those which 
arouse little or no emotional response 
28. Sex-appeal in advertising should not be overdone or 
irrelevantly used 
29. Humour is better suited for low-priced consumer products 
rather than high-priced products 
30. The prospect should be able to identify himself/herself 
with the model in the illustration 
31. A prospect will adopt the advertising message if it is 
believable in all respects 
32. Superlatives and weasel words are sometimes so general 
that a reader may not believe them 
33. Exaggerated claims could sometimes be believed, seen as 
facts and relied upon 
34. The inclusion of some negative material in an overall 
favourable context might produce higher credibility of the 
message 
35. Testimonial claims should be written in language the 
testifier would have used or the reader would expect the 
testifier to use 
36. Credible illustrations appear normal, natural and unposed. 
D. PERSUADING THE PROSPECT 
37. An advertisement which attracts a prospect 1 s attention and 
creates initial interest, will be more persuasive than those 
which do not 
38. A persuasive advertisement will offer a reward for reading 
it and this reward should be sufficiently attractive to 
induce the prospect to continue reading 
39. A persuasive advertisement will reinforce positive attitudes 
or beliefs about the product or service among current users 
and/or favourably modify attitudes or beliefs about the 
product among potential- or non-users 
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40. The brand-image must be relevant to the prospect's desires 
and sufficiently meaningful to motivate the prospect that 
it will be to his advantage to buy the brand 
41. People differ in susceptibility to persuasive communications 
42. People with high intelligence will tend to be less influenced 
by communications which rely on unsupported or misleading 
claims 
43. Women are more persuasible than men. 
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PART TWO 
RESEARCH DESIGN AND METHODOLOGY 
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CHAPTER 6 ' 
DEVELOPMENT OF THE HYPOTHESES 
6.1 SELECTING THE MOST IMPORTANT NEWSPAPERS AIMED AT BLACKS 
Owing to the nature of this study it was necessary to scrutinise 
readership figures of urban Blacks. The 1975 All Media and 
Products Survey (Advertising Research Foundation, 1975, p. 6) 
conducted by Market Research Africa (Pty) Limited on behalf of 
the South African Advertising Research Foundation reveals the 
following readership figures concerning the newspapers which 
have a relatively high Black readership 
Table 1 : BLACK READERSHIP OF NEWSPAPERS 
Newspaper 
Weekend World + 
Sunday Times 
World + 
Rand Daily Mail 
Ilanga - Weekend +++ 
Ilanga - Weekday +++ 
Imvo Zabantsundu ++ 
Sunday Express 
Star - Saturday 
Post + 
Evening Post 
+ Newspapers aimed 
++ Newspapers aimed 
at 
at 
+++ Newspapers in Zulu 
Blacks 
Blacks 
Nos of Black 
readers (urban) 
in 
in 
866e000 
537.000 
504.000 
248 .. 000 
212.000 
207.000 
168e000 
165~000 
129.000 
100.000 
25.000 
English 
the vernacular 
and English 
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From the above readership figures it is evident that a large 
number of Blacks read the following newspapers aimed at Whites 
Sunday Times 
Rand Daily Mail 
Sunday Express 
Star - Saturday 
Evening Post 
For the purpose of this study it was decided to deal only with 
newspapers aimed specifically at Blacks. The advertisements to 
be tested should have been created primarily for Blacks and the 
products advertised should be aimed at penetrating the Black 
market. Advertisements which appeared in newspapers aimed at 
Whites are assumed to have been created to reach the White market 
primarily, rather than the Black market. 
It is evident from the above figures that the two most important 
newspapers aimed at Blacks in South Africa are the Weekend World 
(a weekend newspaper) and the World (a daily newspaper). The 
Newspaper Press Union of S.A. •s figures on the World's and 
Weekend World's circulation indicate that more than 56 per cent 
of the World is sold in Johannesburg while more than 41 per cent 
of the Weekend World is also sold there (Newspaper Press Union, 
1975). 
6.2 TOWARDS MAJOR HYPOTHESES 
Bearing in mind the principles outlined in Part One, an analysis 
was made of all the advertisements which appeared in the World 
and Weekend World during the period January to April 1976, with 
the object of selecting advertisements for the study~ The period 
January to April 1976 was selected because the advertisements are 
recent and will probably have been scheduled to appear for some 
time during 1976. A large number of advertisements were found 
which could have been included in the study but it was decided 
to exclude advertisements which were not created by an advertising 
agency for the following reasons : 
i) Advertising agencies are professional creators of advertising 
and are expected to be well informed about the principles 
involved in effective advertising communications~ and 
ii) Most advertisements which appear~d in the World and 
Weekend World during this period were created by 
advertising agencies. 
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After eliminating the non-agency advertisements it was decided 
to eliminate those advertisements which could not be used for 
testing at least two principles. The reasons for this were 
that it would enable the testing of some principles using more 
than one advertising approach which would provide more scope for 
drawing conclusions and to restrict the total number of 
advertisements to eleven, taking approximately one hour interviewing 
time. From a practical point of view it is generally accepted 
that the longer the interviewing time, the more respondents are 
likely to lose interest and interviewing fatigue would occur 
(that is, both interviewer and respondent could become tired and 
concentration could be sacrificed). 
After eliminating these advertisements, it was decided to select 
those advertisements which advertise product types fairly well-
known to Blacks, those which are advertised regularly in the 
newspapers aimed at Blacks (according to the Adindex, 1975) and 
to select advertisements covering various product types. In 
6.2.1 it will be seen that only in the case of pain relievers 
and trousers two advertisements were selected, but for specific 
reasons. 
A total of eleven advertisements were selected. The advertising 
agencies were contacted to obtain permission to include the 
advertisements in the study and they were requested to supply 
the writer with art pulls (that is, glossy prints) of each 
advertisement. The art pulls were used in the actual quantitative 
study because they are free from such technical errors as poor 
reproduction, blurring and smudging and all advertisements had 
the same degree of finish. 
6.2.1 Advertisements selected 
The following advertisements, copies of which are to be found in 
the exhibit section, were selected to be included in the research 
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Advertisement no. 1 : Borstol 
This is a black-and-white advertisement for a cough remedy 
which was selected because it is a relatively small advertisement 
(width of 2 columns) with no illustration. The advertisement 
does not feature the product, it has a body copy length of 94 
words in small typography and the language used in the copy may 
be difficult to comprehend by Blacks. 
Advertisement no. 2 : Black & White 
This is an advertisement in black-and-white for whisky and was 
selected because the advertisement does not feature the product, 
only the cap of the bottle photographed from an unusual angle. 
It has no copy, only a headline with a length of 12 words and 
the headline might be difficult to understand or confusing. 
Two sizes of this advertisement were used- a 23cm x 17cm and a 
15cm x 8,75cm. 
Advertisement no. 3 : Dante 
This advertisement in black-and-white for a deodorant was 
selected because of its sex-appeal approach. 
Advertisement no. 4 Klim 
This advertisement in black-and-white for powdered milk was 
selected because it has a large visual (a baby) and it uses an 
exaggeration approach in both the headline and illustrationo 
Advertisement no. 5 : Doom 
This advertisement in black-and-white for an aerosol insecticide 
was selected because product superiority ( 11 the number one ••• 11 ) 
is claimed in the headline and body copy, the illustration 
pictures the product in use, the body copy is printed in large 
print and the result of using the product is .shown in the 
illustration. 
Advertisement no. 6(a) : Anadin - Male model 
This advertisement in black-and-white for a pain reliever will 
be referred to as the Male Anadin advertisement and was selected 
because satisfaction in using this product is outlined in the 
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headline; there could be a clear rela~ionship between the 
headline, illustration and body copy and it features an 
emotional illustration which Black men could identify with. 
Advertisement no. 6(b) Anadin - Female model 
This advertisement in black-and-white for a pain reliever will 
be referred to as the Female Anadin advertisement and was 
selected to be tested amongst females because the headline 
might be disliked and the copy does not concentrate on a 
specific benefit. 
Advertisement no. 7{a) : 777 Trousers {Testimonial) 
This advertisement in black-and-white, advertising trousers 
will be referred to as the 777 Testimonial advertisement and 
was selected because it uses a testimonial approach, the 
testifier•s name is not provided in the advertisement and Black 
readers might doubt whether the language used was that of the 
testifier. 
Advertisement no. 7(b) : 777 Trousers (Soccer scene) 
The second 777 Trousers advertisement will be referred to as 
the 777 Soccer advertisement and was selected to be tested 
against the 777 Testimonial advertisement on its relative 
persuasion-value. 
Advertisement no. 8 : Breeze 
This advertisement for a soap is the only advertisement using 
colour treatment and was selected for its sex-appeal approach 
and colour treatment. 
Advertisement no. 9 : Omo 
This advertisement in black-and-white for a washing powder was 
selected because Blacks might not perceive the illustration to 
be relevant to the headline, a number of benefits are outlined 
in a lengthy body copy, the models in the illustration might be 
perceived as posed and irrelevant to the basic message, and the 
product is not depicted in the advertisement. 
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6.3 HYPOTHESES 
Ten advertisements were selected to test the principles involved 
in attracting attention and creating initial interest. The 
Female Anadin- and 777 Soccer advertisements were excluded from 
this part of the survey while two sizes of the Black & White 
advertisement were used. 
6.3.1 General hypothesis 
Hypothesis no. 1 : 
It is generally hypothesised that the principles outlined in 
Part One apply to newspaper advertising aimed at Blacks. 
6.3.2 
6.3.2.1 
Specific hypotheses 
Hypotheses in attracting attention and creating initial 
interest 
Hypothesis no. 2 : 
It is hypothesised that an advertisement will successfully attract 
attention and create initial interest if it complies with the 
relevant principles outlined in Chapter 2. 
Owing to the nature of the test advertisements, it will not be 
possible to assess whether each test advertisement will comply 
successfully with each of the 16 principles outlined in Chapter 
2. Some test advertisements will only be used to test some 
principles. The Black & White advertisements will, for example, 
be the only advertisements used to test principle 5 (that is, 
"an increase in the size of an advertisement does not result in 
a proportionate increase in attention-value"). The Borstol 
advertisement does not depict an illustration and could therefore 
not be used to test the validity of, for example, principles 6, 
7 and 8. Other advertisements will, however, be used to test 
the validity of these principles. 
Principle 9 can not be tested because all the test advertisements 
contained headlines and this principle states that ''the wickedest 
of all sins in attracting attention is to run an advertisement 
without a headline". Principles 14 and 15 will be subjected to 
an observation study by the writer rather than empirical research 
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owing to the questions asked in the interview. 
Hypothesis no. 3 : 
It is hypothesised that some of the test advertisements will 
more successfully attract attention and create initial interest 
than other test advertisements. This will occur depending on 
the extent to which advertisements successfully or unsuccessfully 
comply with some of the principles applicable to the particular 
advertisements. 
6.3.2.2 Hypoth~~~s in communicating relevant information about 
the product and maintaining interest 
Hypothesis no. 4 : 
It is hypothesised that an advertisement will successfully 
communicate relevant product information and maintain interest 
in the information if it complies successfully with the relevant 
principles outlined in Chapter 3. 
Again, some principles will not apply to some of the advertisements. 
Principle 21 (that is, ''positive words are inherently more effective 
in advertising than negative words") could not be tested owing 
to the questions asked in the interview. To assess the validity 
of this principle involves the use of a technique where the same 
advertising message is communicated through the use of positive 
words in one advertisement and negative words in another 
advertisement. This study did not involve such a technique owing 
to the selected test advertisements. 
Principle 25 dealing with the first paragraph will be subjected 
to the writer's subjective evaluation owing to the questions 
asked in the interview. 
Hypothesis no. 5 : 
It is hypothesised that some of the test advertisements will 
communicate relevant product information and maintain interest 
in the information more successfully than other test advertisements. 
This will occur owing to the extent to which advertisements 
successfully or unsuccessfully comply with the relevant principles 
applicable to the particular advertisements. 
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Hypothesis no. 6 : 
It is hypothesised that the test advertisements will communicate 
better to Blacks with better education than to those with less 
education. Blacks with better education should be more capable 
of reading and understanding the intended messages than those 
with less education. 
Hypothesis no. 7 : 
It is hypothesised that the language used in current press 
advertising to Blacks is generally too difficult to read by 
readers of English newspapers aimed at Blacks. This hypothesis 
is based on the fact that English is a second language to Blacks 
and they have on average attained a fairly low education standard. 
Hypothesis no. 8 
It is hypothesised that human interest in current English press 
advertising to Blacks is not as high as it could be. The writer 
is of the opinion that advertisements aimed at Blacks in English 
newspapers may emphasise the brand qualities but lack the "you-
approach11 to some extent. 
6.3.2.3 Hypotheses in inducing aEoption of the relevant information 
Hypothesis no. 9 : 
It is hypothesised that an advertisement will successfully induce 
adoption of the relevant information if it complies with the 
relevant principles outlined in Chapter 4. 
Depending on ·the advertising approach used, some advertisements 
will be tested with regard to certain principles. The Dante-, 
Breeze- and 777 Tes·timonial advertisements, for example, use 
sex-appeal approaches and will specifically be used to test the 
validity of principle 28 (that is, "sex-appeal in advertising 
should not be overdone or irrelevantly used"). 
Owing to the nature of the test advertisements, it will not be 
possible to assess the validity of principle 29 (that is, 11 humour 
is best suited for low-priced consumer products rather than high 
priced products") and principle 34 which states that "the inclusion 
of some negative material in an overall favourable context might 
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produce higher credibility of the message". 
Hypothesis no. 10 : 
It is hypothesised that some test advertisements will more 
successfully induce adoption of the relevant information than 
other test advertisements. This will occur depending on the 
extent to which the test advertisements successfully or 
unsuccessfully comply with the relevant principles applicable 
to them. 
6.3.2.4 Hypotheses in the persuasiveness of advertising 
communications 
Hypothesis no. 11 : 
It is hypothesised that an advertisement which successfully 
attracts attention and creates initial interest, communicates 
relevant product information and maintains interest in the 
information, and induces adoption of the information will be 
more persuasive than those advertisements which do not. 
Hypothesis no. 12 : 
It is hypothesised that Blacks differ in susceptibility to 
persuasive communications. 
Hypothesis no. 13 : 
It is hypothesised that Blacks with better education will tend 
to be less influenced by communications which rely on unsupported 
or misleading claims. 
Hypothesis no. 14 : 
It is hypothesised that women are more easily persuased than men. 
6.4 THE OBJECTIVES OF THE STUDY 
Deppe and van der Reis have to date conducted four major research 
projects on advertisements amongst urban South African Blacks. 
Major findings of these studies are referred to in Part One. The 
object of this study is not to duplicate the research already 
conducted although duplication may occur in some instances (for 
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example, reactions to photographic m®dels). 
The object of this study is to assess whether the principles 
outlined in Part One apply to South African Blacks reading 
newspapers (and the advertisements they contain) which are 
aimed specifically at them. 
Furthermore, it is intended, where possible, to postulate other 
principles emerging from the quantitative study which appear to 
apply to Blacks. 
Specific objectives are outlined below : 
6.4.1 Attracting attention a~d creating initial interest 
J 
The objectives of this part of the study are to assess whether 
the principles outlined in Chapter 2 apply to Blacks with 
regard to attracting attention and creating initial interest. 
It will also be assessed why certain advertisements attract 
attention or fail to attract attention with the objective to 
obtain factors which contribute to or prohibit in attracting 
a Black prospect's attention. Furthermore, to assess to what 
extent and the reason why certain advertisements create initial 
interest or fail to create initial interest. This may enable 
the writer to obtain principles not outlined in Chapter 2 which 
may be important criteria in advertising to Blacks. 
6.4.2 Communicating relevant information and maintaining interest 
Specific objectives of this part of the study are to assess 
whether the principles outlined in Chapter 3 apply to Blacks. 
It will be assessed in the quantitative study whether 
i) advertisements clearly communicate a specific benefit 
ii) the selected benefit has the greatest interest for the 
greatest number of prospects 
iii) advertisements successfully offer concrete, immediate 
and direct satisfaction 
iv) language used is perceived to be meaningful, natural 
and understandable to Black prospects 
v) favourable brand-images are successfully communicated 
by the advertisements 
i 
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vi), symbols are used to create a ~articular brand-image 
conform to the product and the prospects 
vii) illustrations used are perceived to be relevant to 
the featured product, the benefit or main message of 
the advertisement 
viii) interest in the message is maintained when the first 
paragraph contains the most newsworthy item 
ix) interest in the copy is sacrificed when the copy is 
cluttered with uninteresting or minor claims~ and by 
using the Flesch formula on ease of reading and human 
interest : 
x) the extent to which newspaper advertisements in English 
are readable by Blacks 
xi) whether newspaper advertisements in English rank high 
or low in human intere·st-value. 
6.4.3 Inducing adoption of the relevant information 
The objectives of this part of the study are to assess whether 
the principles outlined in Chapter 4 apply to Blacks and to 
assess 
i) the viability of using advertising stimuli which arouse 
either a lot or a little or no emotional response 
ii) Blacks' attitudes to different sex-appeal advertising 
approaches 
iii) whether Blacks can identify with the models used in 
illustrations 
iv) the believability of some copy claims where exaggeration 
is used, of illustrations, superlatives and weasel words 
and testimonial claims 
v) perceived likes and dislikes about an advertisement using 
colour treatment and a sex-appeal approach 
6.4.4 Persuading the prospect 
The objectives of this part of the study are to assess whether 
the principles outlined in Chapter 5 apply to Blacks. Specific 
objectives are to assess whether : 
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i) an advertisement which attracts a prospect's attention 
and creates initial interest is more persuasive than 
those advertisements which do not 
ii) a persuasive advertisement offers an attractive reward 
for reading, and induces continued reading of it 
iii) a persuasive advertisement reinforces positive attitudes 
artd beliefs about the product among current users and/or 
favourably modifies these among potential or non-users 
iv) the brand-image portrayed by some advertisements are 
sufficiently relevant and meaningful to convince prospects 
that it will be to their advantage to use the brand 
v) there are significant differences in the persuasiveness 
of younger and older Blacks~ lower- and higher income 
Blacks, and less- and better educated Blacks 
vi) Black women are more easily persuased than Black men~ 
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CHAPTER 7 
DESIGN OF THE SURVEY 
7.1 DEFINITION OF THE UNIVERSE 
The universe for the purpose of this study is defined as urban 
South African Blacks of all ethnic groups, over the age of 16 
who read either the World or Weekend World or both newspapers. 
7.2 DEFINITION OF THE TARGET MARKET 
Soweto was selected as the Black urban area of investigation 
for the following reasons : 
i) Soweto is a large metropolitan area comprising Blacks of 
all ethnic groups. Soweto offers a sufficiently large 
number of Blacks in the four major ethnic groups, that is, 
Zulu, Tswana, Sotho and Xhosa. 
ii) As indicated in Chapter 6, the two selected newspapers 
(World and Weekend World) are extensively read in Soweto, 
presumably by all ethnic groups. 
iii) Soweto has always been regarded as a barometer of the 
urban Black market and an area of investigation by market 
researchers and media researchers. 
iv) Published studies on advertising to Blacks were conducted 
in Soweto. 
7.3 THE SAMPLE 
Having defined the area of investigation and the universe as 
urban Blacks of all ethnic groups over the age of 16, residing 
in Soweto who read either the World or Weekend World or both, 
the following sample details are relevant to this study 
7.3.1 Type of sample 
An area stratified probability sample was drawn in the Soweto 
area. Soweto was divided into 28 distinct sub-populations or 
I I , 
', 
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suburbs. These suburbs or sub-populations are called strata 
and within each stratum a separate sample was drawn from all 
the units (for example male, female, age groups and ethnic 
groups) comprising that stratum. 
7.3.2 Sample size 
It was intended to draw a sample sufficiently large to result 
in 400 successful interviews. A sample was drawn comprising 
224 Males and 224 Females. The extra 24 respondents drawn in 
each sex group was to allow for the elimination of non-readers 
of either the World or Weekend World. A total of 448 interviewing 
schedules were received back from the interviewers of which 20 
Male- and 26 Female interviewing schedules were rejected owing 
to being non-readers of the two specified newspapers. The 
remaining 204 Male- and 198 Female interviewing schedules were 
scrutinised for possible errors and omissions and this resulted 
in rejecting a further 10 Male- and 2 Female interviews. 
The total sample used in this study therefore came to 390 and 
comprised 194 successful Male- and 196 Female interviews. This 
sample is viewed as being sufficiently large to draw valid 
conclusions. 
7.3.3 Sampling procedure 
The area stratified probability sample was drawn as follows : 
i) The starting point was the 1970 Population Census. The 
Population Census, Johannesburg District-Population by 
District, no. 2 of 6 May 1970 outlines the various 
population figures for each of the 28 Soweto suburbs. 
This report provides population figures for each suburb 
by sex and type of location (that is, house or hostel). 
From these figures the number of Blacks over the age of 
16 was calculated for each suburb. 
ii) Having calculated the number of Black adults in each 
suburb, the number of interviews to be conducted in each 
suburb could proportionately be allocated. This allocation 
was based on 4 interviews at each sampling point. A 
total number of 112 sampling points were drawn giving a 
total of 448 interviews. In practice this meant that at 
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each sampling point 4 interviews had to be conducted. In 
the case of houses, one interview per different house was 
conducted and in the case of a hostel, 4 interviews per 
hostel were conducted. 
iii) To arrive at the actual location of the sampling points, 
a table of random numbers was used. Masks specially 
devised by Market Research Africa (Pty) Ltd. containing 
random numbers for each suburb were placed over a detailed 
map of each suburb. This allowed the reading off of the 
selected random numbers obtained from the table of random 
numbers mentioned earlier to identify the streets in that 
suburb where interviews had to be conducted. 
iv) Having identified the streets in which the interviews 
should be conducted, another table of random numbers was 
used to select the numbers of the houses where the actual 
interviews had to be conducted. In practice this meant 
that 4 numbers were selected for each street in the case 
of houses and one number per street in the case of hostels. 
v) The actual person to be interviewed was selected by means 
of the Politz Grid. Each interviewing schedule was 
numbered. The numbers ranged from 1 to 448. All interviewing 
schedules containing uneven numbers indicated that a Male 
person had to be interviewed while even numbers indicated 
a Female person to be interviewed. In the case of 4 houses 
drawn at each sampling point, (now being a street), the 
interviewer interviewed a Male at the first number, a 
Female at the second number, a Male at the third number 
and a Female at the fourth number. In the case of a hostel, 
a list was made of all the room numbers and starting at a 
given starting point, every n'th room was selected working 
with a calculated interval. 
vi) As mentioned above, the Politz Grid indicated the actual 
person to be interviewed. Interviewers were required to 
contact the specified respondent and if not available, to 
call back twice before substituting a person within the 
same sex, age and ethnic group. Substitution took place 
in eleven cases and was done in the same street where the 
original interview should have been conducted. 
84. 
vii) A 10 per cent check-back was•made on all completed 
interviews to ensure that the respondents were in fact 
interviewed and that a high·standard of interviewing 
was maintained. This check proved a satisfactory 
standard of interviewing and actual interviews conducted. 
7.4 DETAILS OF THE SAMPLE 
7.4.1 Sample by sex : The final sample comprised 390 adult 
Blacks of which 194 were Males and 196 Females. 
Table 2 SAMPLE DISTRIBUTION BY SEX 
SEX SAMPLE 
No. % 
Male 194 49,7 
Female 196 50,3 
TOTAL 390 100,0 
7.4.2 Sample by ethnic group 
Table 3 SAMPLE DISTRIBUTION BY ETHNIC GROUP COMPARED WITH 
1970 CENSUS AND DEPPE'S SURVEY NO. 48 OF 1975 
ETHNIC 
+ DEPPE'S REPOR++ GROUP SAMPLE 1970 CENSUS no. 48, 1975 
No. % % % 
XHOSA 38 9,8 10,0 9,3 
ZULU 121 31,0 36,8 32,1 
SWAZI 14 3,6 5,0 3,9 
SEPEDI 32 8,2 7,0 8,9 
NDEBELE 4 1,0 2,0 1,2 
TSWANA 82 21,0 15,4 19,0 
SOTHO 61 15,6 13,7 14,6 
SHANGAAN 24 6,2 4,0 6,5 
VENDA 10 2,6 2,7 3,8 
OTHER 4 1,0 3, 3 0 7 
TOTAL 390 100,0 100,0 100,0 
SOURCES : 
+ 1970 Census of the South African population, 6 May 1970. 
++ Deppe, R.K., BM, Research Report no. 48, 1975. 
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Bearing in mind the size of the sampie and the fact that the 
1970 Census figures and Deppe's survey figures were based on 
Soweto Blacks over the age of 18 while this sample is based on 
Soweto Blacks aged 16 and over, the tribal distributions are 
considered to be relatively similar and satisfactory. It appears 
that the similarity between the sample and the very recent 
Deppe's survey is higher than with the 1970 Census. 
7.4.3 Sample by age 
Comparing the sample of this study in the various age groups to 
Deppe's survey no. 39 (BM) of 1974, it is clear that this sample 
is relatively similar to that of Deppe's survey. 
Table 4 SAMPLE DISTRIBUTION BY AGE COMPARED WITH DEPPE'S 
SURVEY NO. 39 OF 1974 
AGE 
16-29 
30-39 
40-49 
50+ 
TOTAL 
SOURCE 
DEPPE'S REPORT 
SAMPLE NOo 39, 1974 
No. % % 
154 39,5 36,7 
83 21,3 23,3 
77 19,7 20,7 
76 1915 19,4 
390 100,0 100,0 
Deppe, R.K., BM, Research Report no. 
39, 1974. 
These figures again are not strictly comparable. In the sample 
only adults from the age of 16 years upwards were interviewed, 
while Deppe's sample figures were calculated for adults 18 years 
and over. The effect of this age difference should be slight 
and could explain the approximately 3 per cent higher figure 
obtained in the 16-29 sub-sample. 
The age distributions found are regarded to be satisfactory for 
the purpose of this study. 
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7.4.4 Sample by household income 
The details disclosed here are claimed household income, and 
in many cases where respondents refused to disclose their 
household income, interviewers made an estimate of this figure. 
The following results were obtained : 
Table 5 : SAMPLE DISTRIBUTION BY CLAIMED HOUSEHOLD INCOME 
HOUSEHOLD INCOME 
PER MONTH SAMPLE 
No. % 
0 - R84 71 18,2 
R85 - Rl69 153 39,2 
Rl70+ 166 42,6 
TOTAL 390 100,0 
For the purpose of this study, two major income groups were 
used in the analyses, that is, 0 to Rl69 per month and Rl70+ 
per month for men and women. 
7.4.5 Sample by education level attained 
Again the results of this survey are compared with DepEe's 
survey no. 39 of 1974.(BM) results on education level attained. 
Table 6 : SAMPLE DISTRIBUTION BY EDUCATION LEVEL ATTAINED 
COMPARED WITH THAT OF DEPPE'S SURVEY NO. 39 OF 1974 
EDUCATION DEPPE'S REPORT 
ATTAINED SAMPLE NO. 39, 1974 
No .. % % 
-
No education 
-
Std. 4 171 43,8 48,0 
Std. 5 
- Std. 6 121 31,0 26,4 
Stde 7 
-
Std. 8 72 18,5 20,0 
Std. 9 + 26 6,7 5,7 
TOTAL 390 100,0 100,0 
SOURCE Deppe, R.K., BM, Research Report no. 39, 1974. 
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It appears that the qualification used in this study (that is, 
respondents should be readers of the World or Weekend World) 
resulted in a slightly lower percentage in the education group 
of 0 - Std. 4 and a slightly higher figure for the Std. 5 to 
Std. 6 group when compared with Deppe's 1974 surveye However, 
the results are so reasonably similar as to be satisfactory 
for the purpose of this study. 
7.4.6 Other sample details 
The results were analysed in a large number of sub-samples to 
enable the writer to assess whether significant differences 
occurred between the results found in these sub-samples. The 
following sub-samples are used : 
i) Age groups 
a) Younger Blacks are those between the ages of 16 and 29 
and comprise a total of 154 
b) Older Blacks are those aged 30 and over and comprise a 
total of 236 
c) Younger males are those men between the ages of 16 and 
29 and comprise a total of 72 
d) Older males are those aged 30 and over and comprise a 
total of 122 
e) Younger females are those women between the ages of 16 
and 29 and comprise a total of 82 
f) Older females are those women aged 30 and over and 
comprise a total of 114. 
ii) Income groups 
a) Lower income Blacks are those within the household income 
bracket of 0 to Rl69 per month and comprise a total of 
224 
b) Higher income Blacks are those within the household 
income bracket of Rl70 per month and more and comprise a 
total of 166 
c) Lower income males are those men within the household 
income bracket of 0 to Rl69 per month and comprise a 
total of 124 
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d) Higher income males are those•men within the household 
income bracket of Rl70 and more per month and comprise 
a total of 70 
e) Lower income females are those women within the household 
income bracket of 0 - Rl69 per month and comprise a total 
of 100 
f) Higher income females are those women within the household 
income bracket of Rl70 per month and more and comprise a 
total of 96. 
iii) 
a) 
b) 
c) 
Education groups 
Less educated Blacks are those with an attained education 
level of up to Standard 5 and comprise a total of 239 
Better educated Blacks are those with an attained education 
level of Standard 6 and more and comprise a total of 151 
Less educated males are those men with an attained 
education level of up to Standard 5 and comprise a total 
of 126 
d) Better educated males are those men with an attained 
education level of Standard 6 and more and comprise a 
total of 68 
e) Less educated females are those women with an attained 
education level of up to Standard 5 and comprise a total 
of 113 
f) Better educated females are those women with an attained 
education level of Standard 6 and more and comprise a 
total of 83. 
iv) Target markets 
The following target market descriptions were supplied in 
writing by the advertising agencies involved in each of 
the advertisements used in this study : 
a) Borstol•s target market is described as "all Black mothers 
with children" and comprises a total of 130 
b) Black & White's target market is described as "all 
African drinkers aged 35 and over, with a household 
income of above Rl50" and comprises a total of 68 
c) Dante's target market is described as "all unmarried Black 
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women aged 16 to 24" and comprises a total of 66 
d) Klim•s target market is described as 11 all Black mothers 
with children, preferably Black mothers with or about 
to have a baby". The target market description used in 
this study is "all Black mothers with children" owing 
to the difficulty in establishing whether female 
respondents have or are about to have a baby and 
comprises a total of 130 
e) Doom's target market is described as 11 all Black 
housewives" and comprises a total of 150 
f) Anadin•s target markets are described as "all Black 
males above the age of 18" for men, and "all Bl.ack. 
females above the age of 16'' for women, and comprise 
175 and 196 respectively 
g) 777 Trousers• target market is described as "Black males 
of. all ages above 16 in the middle- and higher income 
groups". For the purpose of this study all Black men in 
the Rl50 and higher household income per month were taken 
and comprise a total of 113 
h) Breeze's target market is described as "all Black females 
aged 19 to 35" and comprises a total of 98 
i) Omo's target market is described as "all Black housewives" 
and comprises a total of 150. 
v) Users and non-users 
The following sub-sample sizes apply 
a) Borstol 224 users and 166 non-users 
b) Black & White 82 users and 308 non-users 
c) Dante 71 users and 319 non-users 
d) Klim 166 users and 224 non-users 
e) Doom 280 users and 110 non-users 
f) Male Anadin 123 users and 71 non-users 
g) Female Anadin . 129 users and 67 non-users . 
h) 777 Trousers 60 users and 330 non-users 
i) Breeze 161 users and 229 non-users 
j ) Omo 264 users and 126 non-users 
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7.5 THE FIELDWORKERS EMPLOYED IN TH!S STUDY 
It was decided to employ Black rather than White fieldworkers 
for the following reasons : 
i) they have knowledge of the various Bantu languages and 
have access to homes in Soweto. 
ii) Black respondents tend to provide White fieldworkers with 
answers which they think they should give and often not 
what they really think or believe. 
Ten Black fieldworkers, two men and eight women, were employed 
in this study. Five fieldworkers had had some training at 
university level in either psychology or sociology, and all the 
interviewers were trained in research-interviewing and had at 
least three years experience in advertising research. The 
writer held a full day's training session with the fieldworkers 
covering the requirements of this study before they went out 
into the field. (See Appendix C for a copy of the interviewers' 
instructions). A past fieldwork supervisor of Market Research 
Africa (Pty) Ltd. was employed as field supervisor. The field 
supervisor supervised all fieldwork operations and assisted with 
all the related problems such as substitution, the accurate 
translation of certain words and she also conducted the 10 per 
cent back-check. 
All interviewers were able to speak several languages. Although 
the interviews were conducted in English, respondents were free 
to express their views in the vernacular, which they frequently 
did. 
Interviews were conducted on a personal face-to-face basis in 
Soweto during the period June to September 1976. 
7.6 THE PILOT TEST 
Prior to the commencement of the actual fieldwork, a pilot study 
was carried out among 100 first year students of the University 
of Fort Hare, selected randomly. 
The main purpose of the pilot study was to check on the 
comprehension of the various questions asked and to aid in 
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• deciding which questions should be eliminated or added to the 
interviewing schedule in order to test the various hypotheses 
stated in Chapter 6. (See Appendix A for a copy of the pilot 
test interviewing schedule). 
The data obtained from the pilot test study was analysed and 
the final interviewing schedule designed accordingly. 
7.7 THE FINAL INTERVIEWING SCHEDULE 
The final interviewing schedule consisted of a section covering 
all the demographic data (that is, sex, age, education, ethnic 
group, housewife and mother with children or not) as well as 
the qualifying questions "Would you like to co-operate'? 11 and 
"Please tell me whether you read the World or Weekend World?". 
It also contained the Politz Grid to enable respondent selection 
by the fieldworker. 
The attention-value section was dealt with on page twoe Pages 
two to eleven covered numerous questions on the various 
advertisements in which principles were tested regarding the 
communication-value, interest-value, information adoption-value 
and the relative persuasion-value of certain advertisements. 
See Appendix B for a copy of the final interviewing schedule. 
7.8 METHOD OF INTERVIEW 
As mentioned earlier, personal face-to-face interviews were 
conducted in respondents• homes or hostel rooms. The fieldworker 
introduced himself/herself to the respondent and explained the 
reason for the visit. Fieldworkers stressed the fact that they 
were not selling anything. This was necessary because of the 
products they carried with them for the Dante and Breeze tests 
where the product(s) had to be shown to the respondent before 
showing the relevant advertisement. 
The fieldworkers assured themselves that the right respondent 
was being interviewed and then asked the respondent to page 
through the folder containing the nine advertisements for the 
attention attracting-test. Half of the sample was exposed to 
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the larger size Black & White advert~sement and the other half 
to the smaller size advertisement. 
The order of presentation of the nine advertisements was rotated 
for each subsequent respondent to eliminate possible bias due to 
first impressions and recency. After the respondent had handed 
back the folder, the demographic section was completed. 
Respondents were then asked to state which advertisement attracted 
their attention most and which least attracted their attention. 
Perceived reasons for selecting any one of the advertisements in 
the above two questions were obtained by means of open-ended 
questions. 
The types of questions used in the interviewing schedule comprised 
mainly open-ended questions while pre-coded questions, paired 
comparisons and statement selections were also used. 
The Borstol advertisement was tested at the 5 second exposure 
level for communication-value of the product type and brand name, 
initial interest in reading the advertisement and communication 
of the main message. At the full exposure level, the communication-
and comprehension-value was tested as well as the frequency of 
respondent's suffering from bronchitis. 
The Black & White advertisement was tested at the 5 second 
exposure level for communication of the product type and brand 
name, and the main message. At the full exposure level 
communication and comprehension of the message was tested. 
In the case of Dante, respondents were initially exposed to 
three Dante products. They were then asked to select any number 
of statements from a given list which coincided with their image 
of Dante. They were subsequently exposed to the Dante advertisement 
and again asked to select any statements from the same list which 
now coincided with their image of Dante. This was followed by 
an open-ended question probing the types of women likely to use 
this product. 
The ~ advertisement was tested at the full exposure level for 
communication and believability. 
The Doom advertisement was also tested for communication of 
relevant information about the product and believability. This 
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• advertisement also enabled the testing of the comprehension of 
a pictorial convention and the adoption of and involvement in 
a situation-image. 
The two Anadin advertisements were tested for emotional feelings 
aroused by the visuals and the communication of the types of 
pains for which Anadin could be used. 
The 777 Testimonial advertisement was tested for the user-image 
pictured by the advertisement, capability of the model (a boxer) 
to use such language and believability of the advertising message. 
The relative persuasion-value of the 777 Testimonial advertisement 
was tes~ed against the 777 Soccer advertisement by means of a 
paired comparison. 
In the case of Breeze, (the only full colour advertisement 
tested) , the same procedure was followed as in the case of Dante~ 
Brand-image was assessed by means of exposing respondents to the 
product first, obtaining image statements and then exposing the 
advertisement and obtaining image statements. Again, this was 
followed by an open-ended question probing the types of women 
likely to use this product - its user~image. Spontaneous likes 
and dislikes about the advertisement were obtained due to the 
nakedness of the model and its colour treatment. 
The Omo advertisement owing to its possible irrelevant visual, 
-- I 
was tested at the 5 second exposure level for the main message 
communicated and the relevance of the visual to the message. 
At the full exposure level the relevance of the visual message 
was again probed as well as the capability of the woman to use 
such language as stated in the testimonial message. Furthermore, 
by means of an open-ended question, the benefits of QmQ as 
communicated by the advertisement were asked. Owing to the 
possible low incidence of Blacks having coal dust on their 
overalls, respondents were specifically asked about this. 
7.9 THE RESEARCH APPROACH 
All the advertisements used in the study had already appeared 
in either the World or Weekend World during 1976 and post-testing 
had to be conducted. The research approach used was the atomistic 
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approach (Lovell, Johns & Rampley, 1967) which allows evaluations 
of specific elements of the advertisements. This approach also 
encourages the use of specific parameters which are used as 
indices of advertising effectiveness (for example, communication 
of main message, identification of product type and brand name, 
propensity to use the product and believability). 
The theoretical assumption behind this approach is that a researcher 
can test an advertisement in terms of a set of relevant elementse 
It enables the researcher to focus emphasis on specifics rather 
than viewing an advertisement holistically, that is, in total. 
Also, it leaves little to interpretation and subjective judgement 
and tends to lead to more precision in experimental designo 
By using this approach, the researcher does, to a large extent, 
pre-suppose which elements of behaviour or principles of effective 
communication are important (as outlined in Part One). Therefore, 
a number of pre-selected principles are taken and an advertisement 
is experimentally tested to assess the degree to which certain 
elements in the advertisement comply with the selected principles. 
The purpose of this study, that is, to measure whether the various 
principles outlined in Part One apply to Blacks, therefore 
necessitates the use of the atomistic approach. 
7.10 ANALYSIS OF RESULTS 
All responses obtained in the open-ended questions were analysed 
for content and hand-tabulated. All other questions were also 
hand-tabulated. The resultant data were then expressed as a 
percentage, ranked in order of importance and analysed statistically 
by a test of significance. The "testing differences between 
proportions" test (Downie & Heath, 1974, pp~ 181-187) was found to 
be the most suitable method of determining the level of significance. 
This test involves the use of the following two formulas : 
i) t = W ~ N where t is the test of significance, 
W is the omega value and N the total number of respondents. 
This test was used in testing the signi~icant differences 
between two proportions when N1 = N2 • 
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ii) t = w 
This test was used when N1 ¢ N2 • 
In each case the Lawche-Baker nomograph (Downie & Heath, 1974, 
p. 185) was used to provide the omega values. This nomograph 
contains three columns. The left hand column is p 1 and ranges 
from 100% to 0%. The right hand column is p 2 and ranges from 
0% to 100%. By linking the two proportions (p1 and p 2 ), the 
omega value can be obtained from the centre column which ranges 
from 2,00 to 0 to 2,00. Having obtained the omega value (W), 
one could calculate a value oft (because N1 and N2 are known). 
From a t table of Fisher (reprinted by permission in Me Guigan, 
1968, p. 108) the writer could immediately determine whether or 
not the difference between the two proportions was significant 
or not. 
For the purpose of this study it was decided to view a difference 
between two proportions as significant when significant at the 
5 per cent significance level (also called the 95 per cent 
confidence level. 
The 5 per cent significance level will henceforth be called the 
95 per cent confidence level in this study. 
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PART THREE 
RESEARCH FINDINGS 
97. ' 
CHAPTER S 
ATTRACTING ATTENTION AND CREATING INITIAL INTEREST 
AN ANALYSIS OF RESULTS 
8.1 ADVERTISEMENTS WHICH ATTRACTED MOST ATTENTION 
Respondents were asked, by means of an open-ended question, to 
select the advertisement which attracted their attention more 
than any of the other advertisements in the folder. 
Table 7 summarises the order of selection by prospects (that is, 
the target markets) of the various advertisements. 
Table 7 ADVERTISEMENTS ATTRACTING MOST ATTENTION AMONG 
THEIR TARGET MARKETS 
ADVERTISEMENT Size of Target Attracted most 
Market (N) attention 
N No. % 
- -
Breeze 98 30 30,6 
Klim 130 44 29,3 
777 Testimonial 113 25 22,1 
Dante 66 14 21,2 
Omo 150 29 19,3 
Doom 150 13 8,6 
Anadin (male Ad) 371 31 8,4 
Black & White 68 3 4,4 
Borstol 130 4 3,1 
The number of respondents in the target markets is not in all 
cases equal and it is therefore not possible to conclude from 
this table that the Breeze advertisement, for example, is in 
fact the advertisement with the most attention-value. 
Table 8 indicates the results of the significance test on 
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advertisements which attracted most attention among their 
target markets. The 95 per cent confidence level is used. 
(Seep. 95 for method applied). 
Table 8 RESULTS OF THE SIGNIFICANCE TEST ON ADVERTISEMENTS ATTRACTING MOST ATTENTION AHONQ %HEIR 
TARGET MARKETS 
~ Breeze Klim 777 Testi- Dando Omo Doom Anadin Black & Borstol monial (Male ad) AS .. 30,6% ASa29,3% AS .. 22,1% ASa21,2% AS=19,3% AS=8,6% AS=8,4% 
N-1 98 130 113 66 150 150 371 
J. 
Breeze 98 
-
AS•30,~% 
Kll.lll 130 
-
AS•29,3% 
777 Test!-
monial 113 
-AS•22, 1% 
Dan ttl 66 
-AS,.21,2% 
Omo 150 
-ASal9,3% 
Doom 150 ill • .. • • -AS=8, 6% 
Anadin 371 .. • .. "' 
tl -(Male ad) 
AS=8,4% 
Black & 68 
* "' • 
<II • White 
AS=4,4% 
Boratol 
AS=3,1% 130 • 'II Jll Ill • .. 
~ Significant at the 95 per cent confidence level 
AS= Attention score obtained 
White 
AS=4,4% AS=3,1% 
68 130 
-
-
The above table clearly indicates that although the Breeze 
advertisement seems to have more attention-value than the other 
advertisements, this is not conclusive. The table also indicates 
that the Br~-, Klim-, 777 Testimonial-, Dante- and Omo 
advertisements scored significantly higher on "attracting most 
attention" than the Doom-, Male Anadin-, Black & White- and 
Borstol advertisements. Furthermore, the Doorn advertisement 
did not score significantly higher than the Male Anadin-, 
Black & White- or Borstol advertisements while the Anadin 
advertisement scored significantly higher than the Borstol 
advertisement. 
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With regard to the users and non-users of the various brands 
advertised, the following was established 
Table 9.1 ADVERTISEMENTS RATED TO ATTRACT MOST ATTENTION BY USERS AND NON-USERS OF THE 
ADVERTISED BRANDS 
Advertisement USERS NON-USERS Difference 
significant at 
the 95% confi-
No. of users % most No. of non- % most dence level 
attracted users attracted 
(N) 
" 
(N) 
" 
777 Testimonial 60 35,0 330 2,4 ... 
Breeze 161 32,3 229 17,0 Ill 
Klim 166 31,3 224 12,1 Ill 
Dantli• 71 23,9 319 4,1 01 
Omo 264 18,6 126 6,4 
'" Doom 280 16,4 110 1,8 • 
Black & White 82 11,0 308 0,0 • 
An ad in (Male ad) 252 9,5 138 8,0 
Bot'stol 224 4,0 166 1,2 
It appears that the 777 Testimonial-, Breeze- and Klim 
advertisements were more successful in attracting "most attention" 
among their users than the other advertisements while the Breeze-
and Klim advertisements were more successful in attracting "most 
attention" among non-users of those brands than the other 
advertisements. It also appears that for mos·t advertisements, 
the users of the brands rated the relevant advertisements 
significantly higher on attracting 11 most attention:" than did 
the non-users of those brands. 
8.2 ADVERTISEMENTS WHICH ATTRACTED LEAST ATTENTION 
Respondents were also asked to select the advertisement which 
least attracted their attention (that is, less than any of the 
other advertisements). 
Table 9.2 outlines the results obtained among the target markets. 
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Table 9.2 ADVERTISEMENTS ATTRACTING LEAST ATTENTION AMONG 
THEIR TARGET MARKETS 
Target market Attracted least 
Advertisement size attention 
~-
N No. % 
Black & White 68 33 48,5 
Borstol 130 38 29,2 
777 Testimonial 113 12 10,6 
Male Anadin 371 17 4,6 
Dant~ 66 3 4,5 
Breeze 98 4 4,1 
Omo 150 6 4,0 
Klim 130 5 3,8 
Doom 150 4 2,6 
-Table 9. 2 indicates that the Black & White- and Borstol 
advertisements were rated as attracting "leas·t attention" by 
their target markets to a much greater extent than did the other 
advertisements by their respective target markets. 
Again the test of significance was applied to establish whether 
the Black & White advertisement scored significantly higher on 
attracting "least attention 11 among its target market than its 
counterparts. 
Table 9.3 outlines the results of this test. 
It appears that the Black & White- and Borstol advertisements 
scored significantly higher on attracting 11 least attention" than 
their counterparts while the Black & White advertisement scored 
significantly higher than the Borstol advertisement. 
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TABLE 9. 3 RESULTS OF THE SIGNIFICANCE TEST ON ADVE~ISEMENTS ATTRACTING LEAST ATTENTION 
AMONG THEIR TARGET MARKETS 
~ Black & Borstol 777 Male Dant~ Breeze Omo White Testi- An ad in monial AS•48 5% AS,.29 2% AS.,lO 6% As .. 4 6% AS=4 5% AS=4 1% AS=4 0% 
N-4 68 130 113 371 66 98 150 
Black & J 
White 68 
-AS~48,5% 
Borstol 130 • -AS .. 29,2% 
777 Testi- 113 If ill -
monial 
AS=l0,6% 
Male Anadin 371 Ill Jf -
AS=4,6% 
Dantl! 66 • * 
-
AS=4,5% 
Breeze 98 .. • -ASx4,1% 
OlllO 150 i' il -
AS=4, 0% 
Klim 130 • • * AS=3 ,5% 
Doom 150 til ill: 'll 
AS=2, 6% 
• Significant at the 95 per cent confidence level 
AS= Attention score obtained 
!<lim 
AS=3 5% 
130 
-
Doom 
AS=2 6% 
150 
-
Comparing the scores obtained in the user and non-user categories, 
Table 9.4 indicates that non-users of Black & White Whisky rated 
the Black & White advertisement significantly higher on attracting 
"least attention 11 than the users of that brand. The same emerged 
among non-users and users of Anadin, Breeze and Omo with regard 
to the relevant advertisements. It is interesting to note that, 
although not significant, the users of Borstol and 777 Trousers 
rated the relevant advertisements higher on attracting "least 
attention" than did the non-users while the reverse occurred in 
all other advertisements. 
It also appears that the 777 Testimonial advertisement was 
perceived as either attrac·ting "most attention" or 11 least attention 11 
by users of 777 Trousers. This seems to indicate that users of 
777 Trousers either liked or disliked the testimonial advertisement 
with regard to its attention-value. 
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Table 9.4 ADVERTISEMENTS RATED TO ATTRACT LEAST ATTENTION BY USERS AND NON-USERS OF THE 
ADVERTISED BRANDS 
Advertisement USERS NON-USERS Difference 
significant 
No. of users % least No. of non- % least at the 95% 
attracted users attracted confidence level 
(N) % (N) % 
Borstol 224 26,8 166 25,3 
777 Testimonial 60 21,7 330 13,3 
Black & White 82 13,4 308 44,2 • 
An ad in (Male ad) 252 3,2 138 9,4 
" Doom 280 3,2 110 5,5 
Dantl!. 71 2,8 319 4,4 
Klim 166 1,4 224 3,6 
Breeze 161 1,2 229 5,7 'I 
omo 264 0,4 126 5,6 '4! 
To conclude the section about the advertisements which attracted 
"most attention" and "least attention", two interesting observations 
can be postulated. The first is that the five adver-tisements 
which more successfully attracted most attention (Breeze, Klim, 
Omo, Dante and 777 Testimonial) all featured a large illustration, 
and two advertisements used a sex-appeal approach. The second is 
that the two advertisements (Black & White and Borstol) which 
scored significantly higher on attracting "least attention" than 
the other advertisements either had a confusing illustration or 
no illustration. 
8.3 ASSESSMENT OF THE PRINCIPLES ADVERTISEMENTS COMPLY WITH 
Respondents were asked to mention why they were attracted most, 
or least, to the advertisements. The answers given are outlined 
in Tables 9.5.1 to 9.5.13 and the figures give an assessment of 
the various principles an advertisement may or may not comply 
with. 
i) The Borstol advertisement 
It appears from Table 9.5.1 that the Borstol advertisement was 
unsuccessful in attracting its target market's attention because 
it did not reflect the brand favourably. It was also to some 
103. 
extent perceived to look like a death notice (principle 1 applies). 
Table·9.5.1 REASONS PERCEIVED WHY THE BORSTOL ADVERTISEMENT 
A) 
B) 
ATTRACTED MOST ATTENTION AND LEAST ATTENTION 
No. of Percentage 
REASONS PERCEIVED prospects of target 
market 
ATTRACTED MOST N=4 % 
--
Experience with the product 100,0 
Medicine is important 50,0 
ATTRACTED LEAST N=38 % 
--
It does not contain a picture 76,3 
Too much copy 42,1 
Dull/unattractive 39,5 
Typography too small 36,8 
Looks like a death notice 21,0 
NOTE: N= number of prospects who selected the advertise-
ment. 
This advertisement did not contain an illustration (principle 6 
applies) and was perceived as being dull and unattractive. The 
fact that it was also perceived to contain too much copy indicates 
that the verbal may be important (principle 13 applies) but should 
not be used on its own. 
Two factors which emerged as being important in attracting attention 
to an advertisement aimed at Blacks appear to be that an 
advertisement should not have too much copy and the typography 
should be large rather than small. 
Principle 2 states that 11 a successful advertisement presents the 
brand or service and main message powerfully and distinctively 
so that the prospect can grasp it at a glance 11 • Respondents were 
exposed to the Borstol advertisement for 5 seconds and asked to 
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identify the type of product and brand advertised. 
Table 9.5.2 outlines the results obtained : 
Table 9.5.2 IDENTIFICATION OF THE PRODUCT TYPE AND BRAND 
NAME OF THE BORSTOL ADVERTISEMENT - 5 SECOND 
EXPOSURE LEVEL 
Identification Total Target Users Non-Market users 
No. of informants (N) 390 130 224 166 
PRODUCT TYPE % % % % 
CORRECT IDENTIFICATION 90,8 83,9 95,0 82,5 
INCORRECT IDENTIFICA-
TION 10,2 16,1 5,0 17 I 5 
BRAND NAME ~ 1f % % 
CORRECT IDENTIFICATION 93,1 96,9 95,5 89,8 
INCORRECT IDENTIFICA-
TION 6,9 3,1 4,5 10,2 
It appears that identification of the product type and brand 
advertised was high although 16,1 per cent of prospects 
incorrectly identified the type of product advertised. The main 
message was not distinctively communicated (see Table 13.1, p. 129) 
and it therefore appears that the Borstol advertisement was not 
very successful in complying with principles 1 and 2. 
ii) The Black & White advertisement 
The Black & White advertisement was perceived to be confusing 
and prospects could not grasp its main message (principle 2 
applies). The advertisement also directed undue attention to 
itself (that is, undue attention to the cap of the bottle) and 
therefore did not comply with principle 1. Furthermore, 
respondents stated that the advertisement should have shown a 
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person drinking the whisky in Table 9.5.3 which indicates that 
principle 7 applies to Blacks. 
Table 9.5.3 REASONS PERCEIVED WHY THE BLACK & WHITE 
A) 
B) 
ADVERTISEMENT ATTRACTED MOST ATTENTION AND 
LEAST ATTENTION 
No. of Percentage 
REASONS PERCEIVED prospects of target 
market 
ATTRACTED MOST N=3 % 
--
It is my favourate drink 100,0 
,-
ATTRACTED LEAST N=33 % 
--
Advertisement is confusing 33,3 
Liquor is a menace 24,2 
Too much emphasis on the cap 21,2 
Should show a person 
drinking whisky 19,7 
NOTE: N= number of prospects who selected the advertise-
ment. 
This advertisement did not comply with principle 8 because the 
illustration was not perceived to be relevant to the basic 
I 
message of the advertisement owing to the confusion the illustration 
elements created. The headline was also not perceived as specific, 
relevant and understandable (principle 10 applies). It was 
perceived as confusing. 
The writer is also of the opinion that this advertisement does 
not comply with principle 11 which states that "if the appearance 
of the product is vitally important in the ultimate purchase, the 
visualised brand should be emphasised". This advertisement did 
emphasise the visual but not the visualised brand as only the cap 
of the bottle was shown which contributed towards the apparent 
confusion. 
With regard to principle 5 which states that 11 an increase in size 
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of an advertisement does not result in a proportionate increase 
in attention-value", it was found that the smaller size 
advertisement was selected by two prospects, and the larger 
size by one, when asked which advertisement attracted their 
attention most. When asked, however, which advertisement 
attracted their attention least, 21 prospects selected the 
smaller Black & White advertisement while 12 selected the 
larger size advertisement. The ratio in size of the smaller 
advertisement to the larger is 1:3 (that is, 13lcm2 : 39lcm2 ). 
Although the bases are very small owing to few prospects having 
selected the Black & White advertisements in the relevant 
questions, it appears that an increase in size does not result 
in a proportionate increase in attention-value. Further research 
is however necessary to validate this finding. 
In order to assess whether the Black & White advertisement 
complies with principle 2 (that is, "a successful advertisement 
presents the brand or service and main message powerfully and 
distinctively so that the prospect can grasp it at a glance 11 ), 
respondents were exposed to the advertisement for 5 seconds 
and asked to identify the type of product and brand advertised. 
Table 9.5.4 outlines the results obtained 
Table 9.5.4 IDENTIFICATION OF THE PRODUCT TYPE AND BRAND NAME OF THE BLACK & WHITE 
ADVERTISEMENT - 5 SECOND EXPOSURE LEVEL 
Total Target Non- 0-Std.S Std,6+ Identification Market Users uaers Males Males 
No. of informants (N) 390 68 82 308 126 68 
! .if J! ! 1f 1f 
PRODUCT TYPE 
CORRECT IDENTIFICATION 75,1 70,6 80,5 73,7 65,9 85,3 
INCORRECT IDENTIFICATION 24,9 29,4 19,5 26,3 34,1 14,7 
BRAND NAME 1f 1f J! ~ ~ ~ 
CORRECT IDENTIFICATION 85,1 88,2 86,6 81,5 77 ,o 91,2 
INCORRECT IDENTIFICATION 14,9 11,8 13,4 18,5 23,0 8,8 
It appears that the Black & White advertisement did not present 
the brand powerfully and distinctively because 29,4 per cent of 
prospects incorrectly identified the type of product advertised 
and 11,8 per cent the brand name advertised. 
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Correct identification of the type of product and brand name 
was significantly higher among the better educated males compared 
with their less educated counterparts. 
The main message at the 5 second exposure level appeared to have 
confused prospects. The results of Black & White's communication 
at the 5 second exposure level is outlined in Table 9.5.5. 
Table 9.5.5 COMMUNICATION OF BLACK & WHITE'S MAIN MESSAGE - 5 SECOND EXPOSURE LEVEL 
Factors communicated Total Target Users Non- 0-Std.5 Std,6+ Market users Males Males 
No. of informants (N) 390 68 82 308 126 68 
~ ~ ~ ~ ~ ~ 
I must select B & W 18,7 22,1 19,6 18,5 11,9 25,0 
Next time I must drink 
B & W 9,5 7,4 9,8 9,4 7,1 4,4 
Choose the right clothing 
for the occasion 8,5 17,6 9,8 8,1 10,3 13,2 
I must think of B & W 
Whisky 7,9 7,4 15,9 5,a 1,9 7,4 
Use B & W cream 3,8 4,4 4,9 3,6 4,8 5,9 
Judge whisky by its 
colour 3,6 2,9 1,2 4,2 1,6 2,9 
B & w is for Black and 
White people 3,6 2,9 8,5 2,6 3,2 2,9 
Choosing the right· 
colours makes you happy 4,1 4,5 0,0 5,3 4,8 5,9 
Serve B & W whisky on 
special occasions 15,6 19,1 12,2 16,6 15,1 20,6 
Do not understand it 34,8 27,6 38,0 31,4 37,8 17,4 
NOTE: Duplication occurs. 
The confusion among prospects created by the message is apparent 
in comments such as "serve Black & White whisky on special 
occasions" (19,1%}, "choose the right clothing for the occasion 11 
(17,6%} and "use Black & White cream11 (4,4%) while 27,6 per cent 
of the target market said they could not understand the message. 
This advertisement therefore does not comply with principle 2. 
It is noteworthy to record that the desired communication (that 
is, 11 I must select Black & White") communicated significantly 
better among the better educated males (25,0%) compared with the 
less educated males (11,9%) while the latter scored significantly 
higher than the more educated males on 11 do not understand it". 
Comprehension therefore seems to improve with better education. 
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iii) The Dant~ advertisement 
, 
Table 9.5.6 REASONS PERCEIVED WHY THE DANTE ADVERTISEMENT 
A) 
B) 
ATTRACTED MOST ATTENTION AND LEAST ATTENTION 
No. of Percentage 
REASONS PERCEIVED prospects of 
ATTRACTED MOST N=l4 
--
The attractive model 
Experience with the product 
The display of the products 
ATTRACTED LEAST N=3 
--
Do not use deodorants 
Model is too sexy 
NOTE: N= Number of prospects who selected the 
advertisement. 
target 
market 
% 
57,1 
28,6 
14,3 
% 
66,7 
33,3 
It appears from Table 9.5.6 that the model contributed towards 
attracting attention to the Dant~ advertisement although the 
model was perceived to be too sexy by one respondent in the 
target market. The display of the products also contributed 
towards attracting attention which indicates that the Dan·t~ 
advertisement seems to comply with principles 1, 6 and 11. 
If one considers, however, the results obtained in the pre-
and post-image of Dante discussed in Chapter 11, it becomes 
clear that the model might have contributed towards attracting 
initial attention, but the image portrayed by the model did not 
conform to prospects' existing beliefs and attitudes towards 
the message or the brand. It therefore appears that the Dant~ 
advertisement would not successfully secure initial interest 
(principle 4 applies). 
Furthermore, emotional associations are made with the brand in 
this advertisement and the visual is emphasised. Table 18.2, 
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p. 163 in Chapter 11 indicates however that negative emotional 
associations are created by the visual which indicates that the 
Dante advertisement does not comply with principle 12. 
iv) The Klim advertisement 
Table 9.5.7 REASONS PERCEIVED WHY THE KLIM ADVERTISEMENT 
A) 
B) 
ATTRACTED MOST ATTENTION AND LEAST ATTENTION 
No. of Percentage 
REASONS PERCEIVED prospects of Target 
Market 
ATTRACTED MOST N=44 % 
--
The attractive/happy baby 96,0 
Experience with the product 16,0 
ATTRACTED LEAST N=5 % 
--
Unbelievable visual 100,0 
Unbelievable headline 100,0 
NOTE: N= Number of prospects who selected the advertise-
ment. 
It appears from Table 9.5.7 that the model contributed towards 
the attention-value of the Klim advertisement. It seems 
therefore that this advertisement complies with principle 6 
because of the illustration. 
There is, however, an indication that the illustration and 
headline may lack believability. This was also found when 
respondents were asked if there was anything in this advertisement 
which they did not believe. The results of this question are 
discussed in Chapter 11 and indicate that prospects do not believe 
a baby can break a stick (illustrated in the visual) and that a 
baby can not be as strong as iron (as stated in the headline). 
From these results it seems that the Klim advertisement does not 
'I 
' 
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comply with principle 4 owing to its unbelievable illustration 
and headline, and principle 8 stating that "the illustration 
must be relevant to the basic message of the advertisement 11 and 
principle 10 which states that "a headline should be specific, 
relevant and understandable 11 o 
The illustration is depicted in such a way as to arouse emotions 
in the prospects. Although the illustration is emphasised, as 
required by principle 12, the unbelievable message it communicates 
disqualifies the advertisement with regard to this principle. 
v) The Doom advertisement 
Table 9.5.8 REASONS PERCEIVED WHY THE DOOM ADVERTISEMENT 
A) 
B) 
ATTRACTED MOST ATTENTION AND LEAST ATTENTION 
REASONS PERCEIVED 
ATTRACTED MOST 
It shows that Doom kills 
insects 
Experience with the product 
The in-use situation 
It promises a healthy home 
The bold typography 
ATTRACTED LEAST 
Not as effective as claimed 
No. of 
prospects 
N=l3 
-
N=4 
--
Percentage 
of Target 
Market 
% 
53,8 
38,5 
7,7 
7,7 
7,7 
% 
100,0 
NOTE: N= Number of prospects who selected the advertise-
ment. 
The results outlined in the above table seem to indicate that 
the Doom advertisement reflects the brand favourably and 
satisfactorily illustrates that the brand kills insects. This 
advertisement therefore seems to comply with principle 1. It 
also seems that prospects grasped the message at a glance (owing 
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to statements of the in-use situatio~, that insects are killed 
and the promise of a healthy home), thus complying with principle 
2. 
The Doom advertisement appears to comply with principle 3 (stating 
that 11 a successful advertisement will create initial interest and 
hold the prospect • s in·terest 11 ) because if one looks at the 
advertisement, it becomes clear that the prospects read the 
headline, saw the illustration, read the body copy and saw the 
effect of using this product (that is, it kills insects) illustrated 
by the dead insects at the bottom of the advertisement. Some 
of the interest-value of the advertisement may be sacrificed 
owing to the mention of 11 Doom is not as effective as claimed" 
(principle 4 applies). 
This advertisement appears to comply with principles 6 and 7 
owing to their comments on the illustrations and in-use situation 
depicted. Also, the illustration is perceived to be relevant 
to the basic message of the advertisement (principle 8) and the 
brand is emphasised in the illustration (principles 11 and 12). 
It is noteworthy to record that the Borstol advertisement was 
criticised owing to its small typography while prospects favourably 
mentioned the bold typography of the Doom advertisement. 
vi) The Male Anadin advertisement 
It appears from Table 9.5.9 on the next page that the visual 
(that is, the painful expression on the model's face) attracted 
the prospects• attention (principle 6 applies) although some 
mentioned that they did not like seeing people in paine Further 
research is necessary to establish whether Blacks in South Africa 
are particularly against models depicted as being in pain. It 
appears that this advertisement complies with principle 12 
because the visual is emphasised in the use of this emotional 
approach. 
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Table 9.5.9 REASONS PERCEIVED WHY THE MALE ANADIN ADVERTISEMENT 
ATTRACTED MOST ATTENTION AND LEAST ATTENTION 
REASONS PERCEIVED 
A) ATTRACTED MOST 
Experience with the product 
Painful expression on model's 
face 
The "monday-morning-headache" 
headline 
B) ATTRACTED LEAST 
Anadin is not that good 
I don't like seeing people 
in pain 
No. of 
prospects 
N=31 
N=l7 
Percentage 
of Target 
Market 
% 
64,5 
35,5 
32,9 
58,8 
41,1 
NOTE: N= Number of prospects who selected the advertise-
ment. 
The advertisement also seems to comply with principles 8 and 10 
dealing with the relevance of the illustration to the basic message 
(principle 8) and the headline which should be specific, relevant 
and understandable (principle 10- see Table 19.1, p. 167). Owing 
to the statement that Anadin is not that good, this advertisement 
may not secure initial interest (principle 4 applies). 
vii) The 777 Testimonial advertisement 
The illustration appears to have attracted prospects' attention 
owing to the results outlined in Table 9.5.10 below. Some 
prospects, however, disliked the model and perceived the illustration 
and headline as unbelievable (principle 4 applies). 
The results also seem to indicate that the illustration directed 
too much attention to the model and too little to the brand 
advertised. This is substantiated by the results obtained in 
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Table 29, p.l91 where prospects stated that the Soccer advertisement 
is preferred to the Testimonial advertisement because various 
styles are displayed and the models are properly clothed. 
Table 9.5.10 REASONS PERCEIVED WHY THE 777 TESTIMONIAL 
ADVERTISEMENT ATTRACTED MOST ATTENTION 
AND LEAST ATTENTION 
REASONS PERCEIVED 
A) ATTRACTED MOST 
The masculine model 
User of the product 
The stylish trousers 
B) ATTRACTED LEAST 
Trousers should be worn with 
a shirt 
Don•t like the masculine model 
A man doesn't relax in long 
trousers 
No. of 
prospects 
N=25 
N=l2 
Percentage 
of Target 
Market 
60,0 
32,0 
8,0 
% 
66,7 
16,7 
16,7 
NOTE: N= Number of prospects who selected the advertise-
ment. 
One could therefore conclude that the 777 Testimonial advertisement 
does not comply with principle 1, although it does comply with 
principle 6, which states that 11 no amount of advertising copy 
can more effectively attract the prospect's attention than an 
illustration 11 • 
This advertisement depicts the model wearing the trousers and 
should have complied with principle 7 (that is, "a picture of 
a person using a product is more natural and attention-getting 
than an inanimate still-life of the product"). The illustration 
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• 
of the model using the product was, however, not perceived as 
natural and attention-getting by some prospects because they 
were of the opinion that trousers should be worn with a shirt 
and a man does not relax in long trousers. This advertisement 
therefore does not comply with principle 7. 
The headline contained in this advertisement was not believed 
by some prospects while some prospects claimed that the testifier 
is a body-builder, not a boxer (see Table 18.3, p. 164). It 
appears therefore that this advertisement did not comply with 
principle 8 ("the illustration must be relevant to the basic 
message of the advertisement") and principle 10 ("a headline 
should be specific, relevant and understandable") because 
prospects doubted whether he had had a tough fight (see Table 
23, p. 174). 
This advertisement also appeals to prospects• emotions. The 
advertisement does comply with principle 12 in so far as it 
emphasises the visual but owing to the unbelievable message 
communicated by the visual and copy, the desired emotional 
associations may not have been created. This is substantiated 
by the statement that "a man's success does not depend upon the 
trousers he wears" (see Table 23, p. 174). 
viii) The Breeze advertisement 
It appears from Table 9.5.11 on the next page that the illustration 
attracted prospects• attention owing to the model and the colours 
used. Two prospects expressed the view that they did not like 
her nakedness and the other two prospects perceived her to be 
too masculine. It appears, however, that the Breeze advertisement 
complies with principle 6 because of the attention-getting 
illustration. 
The in-use situation mentioned by the prospects in Table 9.5.11, 
Table 20.1, p. 169, and the fact that this advertisement attracted 
more attention than the other advertisements seem to indicate that 
this advertisement also complies with principle 7 (that is, 11 a 
picture of a person using a product is more natural and attention-
getting than an inanimate still-life of the product"). This is 
also substantiated in Table 20.1, p. 169 where prospects expressed 
the view that they liked her pose. 
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Table 9.5.11 REASONS PERCEIVED WHY THE BREEZE ADVERTISEMENT 
A) 
B) 
ATTRACTED MOST ATTENTION AND LEAST ATTENTION 
No. of Percentage 
REASONS PERCEIVED prospects of Target 
Market 
ATTRACTED MOST N=30 % 
-
The attractive model 39,9 
The beautiful/fresh colours 33,3 
Experience with the product 16,7 
The in-use situation 13,3 
The herbs indicate freshness 6,7 
ATTRACTED LEAST N=4 
-
% 
Her nakedness is annoying 50,0 
She is too masculine 50,0 
~: N= Number of prospects who selected the· advertise-
ment. 
It also complies with principle 8 because the illustration is 
perceived to be relevant to the message. 
This advertisement appeals to emotions via its sex-appeal approach 
and emphasises the visual. The se~-appea1 appears to be favourably 
accepted owing to the positive attitudes toward the model and the 
positive image created by the advertisement on the user-image 
perceived by prospects (see Table 18.4, p. 165). It therefore 
appears that the Breeze advertisement complies with principle 12. 
Principle 16 states that "an advertisement using colour will more 
successfully attract attention than an advertisement not using 
colour". It appears that the Breeze advertisement attracted more 
attention to its prospects than did some of the other advertisements 
and one of the reasons given was the fact that this advertisement 
used colour. This principle therefore seems to apply to Blacks. 
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ix) The Omo advertisement 
Table 9.5.12 REASONS PERCEIVED WHY THE OMO ADVERTISEMENT 
A) 
B) 
ATTRACTED MOST ATTENTION AND LEAST ATTENTION 
No. of Percentage 
REASONS PERCEIVED prospects of Target 
Market 
ATTRACTED MOST N=29 % 
--
The happy mother and children 55,2 
Experience with the product 51,7 
ATTRACTED LEAST N=6 % 
--
Picture not relevant to the 
message 66,7 
Omo pack not shown 33,3 
NOTE: N= Number of prospects who selected the advertise-
ment. 
The illustration was mentioned to be the only factor with regard 
to the advertisement itself which attracted attention to the Omo 
advertisement. Although the depiction of the happy mother and 
children attracted prospects' attention, it was perceived to be 
irrelevant to the message communicated by the headline and body 
copy. It appears therefore that this advertisement complies wi·th 
principle 6 owing to the attention-value of the illustra·tion but 
not with principles 4 and 8, owing to the perceived irrelevance 
of the illustration to the verbal message. This interpretation 
is substantiated by the results outlined in Table 13.15, p. 145 
where 37,3 per cent of prospects stated at the 5 second exposure 
level that the illustration is irrelevant and by Table 13.16, 
p. 146 where 70 per cent of prospects at the full exposure level 
perceived the illustration to be irrelevant to the main message. 
It also appears that Blacks would prefer to see the model using 
the product rather than an inanimate depiction as in the illustration 
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of the Omo advertisement. Tables 13~15 and 13.16 on pp. 145 & 146 
clearly indicate the importance of the statement that 11 she 
should be busy washing the overall". It therefore appears 
that principle 7 applies to Blacks (that is, "a picture of 
a person using a product is more natural and attention-getting 
than an inanimate still-life of the product"). The model using 
the product wo~ld have contributed towards the relevance of the 
illustration to the message and its believability. 
The irrelevance of the illustration to the headline could, 
conversely, also be seen as the headline being irrelevant to 
the illustration. The Omo advertisement therefore does not 
comply with principle 10 which states that 11 a headline should 
be specific, relevant and understandable". The "relevant" 
could conversely also be interpreted as "relevant to the 
prospect's needs". Table 13.13 on p. 144 clearly indicates 
that 95,3 per cent of Omo•s prospects do not have the problem 
of coal dust on their husbands• overalls. The headline is 
therefore not relevant to the prospects• needs. 
Omo is a product sold in a highly competitive market and the 
appearance of the product is vitally important for the ultimate 
purchase. The Omo advertisement does not, however, depict the 
product in the illustration. This was also given as a reason 
in Table 9.5.12 why some prospects were least attracted by this 
advertisement. This advertisement therefore does not comply 
with principle 11 (that is, "if the appearance of the brand is 
vitally important in the ultimate purchase, the visualised 
brand should be emphasised"). 
The advertisement succeeded to some extent in arousing prospects• 
emotions owing to the depicted "happy mother and children". The 
irrelevance of the illustration, however, precludes this 
advertisement from complying with principle 12 which states that 
"the more important it is to make emotional associations with 
the brand or service, the more the visual should be emphasised". 
With regard to principle 2, which states that "a successful 
advertisement presents the brand or service and main message 
powerfully and distinctively, so that the prospect can grasp it 
at a glance", respondents were asked at the 5 second exposure 
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level to e~plain what the Omo advert1sement communicated. The 
results obtained are outlined in Table 9.5.13. 
Table 9. ;;.13 MAIN MESSAGE OF ~E OMO ARVERTISEMENT - 5 SECOND EXPOSURE LEVEL 
Total Target users Non- 0-Std,5 Std,6+ O-Rl69 Rl70+ Main message Market users Females Females Females Females 
No. of informants (N) 390 150 264 126 113 83 100 96 
~ ~ ~ ~ ~ ~ ~ ~ 
Omo removes coal duat 
from overalls 30,0 28,7 27,3 35,7 31,0 25,3 28,0 29,2 
Omo removea dirt and 
grease 22,3 17,3 19,3 28,6 19,5 22,9 14,0 28,1 
Omo has special 
12,7 14,4 cleaning strength 13,3 ll,l 14,2 18,1 15,0 16,7 
Omo has powerfoam plus 10,0 13,3 10,2 9,5 14,2 14,5 22,0 6,3 
omo is economical to 
use 8,7 9,3 8,7 8,7 7,1 10,8 8,0 9,4 
Omo gives perfect 
cleanness 7,2 6,7 8,3 4,8 7,1 10,8 5,0 12,5 
omo is a good washing 
powder 5,6 5,3 7,6 1,6 3,5 1,2 4,0 1,0 
Too complicated to 
7,4 5,3 l.5,1 13,3 3,6 14,0 4,2 understand 8,5 
~~ Duplication occurs. 
It appears that the headline ("Omo removes aoal dust from 
overalls") communicated successfully to only 28,7 per cent of 
prospects. Some prospects could not understand the message (7,4%). 
The elements contained in the body copy which were mentioned by 
prospects (such as, "Omo removes dirt and grease" - 17,3%, 11 0mo 
is economical to use" - 9, 3%) seem to indica·te that the body 
copy communicated more successfully than the headline. This 
seems to indicate that the headline did not successfully attract 
the attention of the majority of prospects or that it had 
insufficient impact for mention. 
The sub-heads ("Omo has special cleaning strength 11 - 12,7% and 
"Omo gives perfec·t cleanness" - 6, 7%) and baseline ( 11 0mo has 
powerfoam plus" - 13,3%} also seem to have attracted attention 
away from the headline. Taking the above into consideration, 
and the fact that the headline is not relevant to the illustration, 
and furthermore that the brand itself is not depicted in the 
illustration, it seems that this advertisement does not successfully 
comply with principle 2e 
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• Some interesting observations can be made from Table 9.5.13. 
The non-user group scored significantly higher than the user 
group on "Omo removes coal dust from overalls 11 (35,7% against 
27,3%), 11 0mo removes dirt and grease" (28,6% against 19,3%) 
and 11 too complicated to understand" (15,1% against 5,3%}. It 
also appears significant that the advertisement was more frequently 
perceived to be, "too difficult to understand" by the less educated 
females compared with the better educated females (13,3% against 
3,6%), and the lower income females compared with the higher 
income females (14,0% against 4,2%). 
8.4 FACTORS WHICH APPEAR TO HAVE ATTENTION-VALUE 
The method used to assess the attention-value of the various 
advertisements in the folder (that is, to select the one 
advertisement which attracted most - or least attention) , 
resulted in relatively few prospects selecting a particular 
advertisement for each category. In order to have a larger 
base for drawing valid conclusions, it was decided to scrutinise 
the attention-attracting factors mentioned by respondents with 
regard to all advertisements and to analyse these factors by 
placing them in various sub-groups. 
Table 10.1 outlines the results obtained .among males, females 
and the ethnic groups. 
Table 10.1 ATTENT!ON-VALUt FACTORS BY SEX- AND MAJOR ETHNIC GROUPS 
Factors Total Males Females Zulu Sotho Xhosa Tswana 
N• 390 194 196 121 61 38 82 
~ ~ ~ ~ ~ ~ ~ 
The model(a) 54,1 49,0 59,2 43,0 50,8 50,0 71,9 
Experience with the product 26,2 23,7 28,6 25,6 27,9 28,9 22,0 
In-use situation 12,8 12,4 13,3 10,7 9,8 13,2 17,1 
Colour 9,2 8,2 9, 7 8,3 9,8 5,3 6,1 
Shows end results 6,7 7,2 8,2 3,3 3,3 13,2 9,6 
The product promise 5,6 5,2 6,1 6,6 6,6 7,9 2,4 
Display of the product(a) 3,8 6,7 1,0 2,5 4,9 7,9 3,6 
Bold typography 1,3 1,0 1,5 1,6 0,0 o,o 1,2 
NOTE: Duplication occurs. 
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• Table 10.2 outlines the results obtained in the age-, education-
and income groups analysed by male and female. 
Table 10.2 ATTENTION-VALUE FACTORS MENTIONED BY AGE-. EDUCATION- AND INCOME GROUPS ANALYSED BY SEX 
16-29 AGB 30+ AGE 0-Std.5 EDUC. Std.6+ EDUC. 0-R169 R170+ 
Factors Income Income 
M F M F M F M F 
N= 72 82 122 114 126 113 68 83 224 
~ ! ! ! ! ! ! ! ! 
The model (a) 83,3 86,6 28,7 39,5 35,7 58,4 73,5 60,2 44,2 
Experience with the 
product 25,0 25,6 23,0 30,7 20,6 27,4 29,4 30,1 31,7 
In-use situation 20,8 22,0 7,4 7,0 11,1 14,2 14,7 12,0 14,3 
Colour 15,3 15,9 4,1 5,3 7,9 9,7 8,8 9,6 8,5 
Shows end results 6,9 4,9 7,4 10,5 6,3 9,7 8,8 6,0 7,2 
The product promise 6,9 9,6 4,1 3,5 3,2 4,4 8,8 8,4 5,8 
Display of product(s) 11,1 1,2 4,1 0,9 7,1 0,9 5,9 1,2 3,6 
Bold typography 0,0 0,0 1,6 2,7 1,6 1,8 0,0 1,2 1,3 
!Q!!: Duplication occurs. 
M represents Males 
F represents Females 
It appears from Tables 10.1 and 10.2 that the illustration is 
by far the most important attention-attracting factor. If one 
adds all the elements contained in the illustration mentioned 
in the total column of Table 10.1, it appears that more than 
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~ 
67,5 
18,7 
10,8 
10,2 
6,0 
5,4 
4,2 
1,2 
86 per cent of the attention-attracting factors is attributable 
to the illustration. 
The model(s} depicted in the illustrations appear to be the most 
important attention-getting factor of the illustrations. The 
model(s) attracted significantly higher attention among the 
younger males and females, Tswana respondents and the better 
educated males. The model(s) also attracted significantly 
higher attention among less educated females than less educated 
males. These results confirm that principle 6 applies to Blacks 
(that is, 11 no amount of advertising copy can more effectively 
attract the prospect's attention than an illustration 11 ). 
With regard to copy, it seems that bold typography may be more 
effective in attracting attention than small typography. This 
finding is not conclusive and further research is necessary to 
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assess the validity thereof. 
A factor which appears to be important in attracting attention 
of the Blacks in the sample is previous experience with the 
product. It seems that an advertisement will more successfully 
attract a prospect•s attention if he knows the product or has 
used it than if the product is unknown to him or if he has not 
used it in the past. 
Only one advertisement in the study used colour treatment (that 
is, Breeze) and with one advertisement as basis, colour was 
mentioned by more than 9 per cent of all respondents as an 
attention-attracting factor. Colour therefore seems to be 
a relatively important attention-attracting factor. 
Another factor which also appears to be important is the depiction 
of an in-use situation. It is significant that the younger 
respondents mentioned this more frequently than did the older 
respondents. 
Although the Doom advertisement was the only advertisement 
depicting the end result of using the product, respondents 
perceived this as a fairly important attention-attracting factor. 
So~e respondents exposed to the Omo advertisement at a later 
stage in the interview also mentioned that the Omo advertisement 
should have depicted the dirty and clean overall (Table 13.15, 
p. 145). It may therefore be worthwhile depicting, in the 
illustration, what the brand can achieve for the prospect. 
If one views the advertisements used in this study, it becomes 
clear that the products are not attractively displayed. Although 
only 3,8 per cent of all respondents mentioned that the display 
of the products attracted their attention (and this result was 
obtained on the Dante and 777 Testimonial advertisements), the 
writer is of the opinion that advertisers should pay special 
attention to the depiction of the product in a sufficiently large 
and attractive way. 
8.5 FACTORS WHICH APPEAR TO INHIBIT THE ATTRACTION OF ATTENTION 
TO ADVERTISEMENTS 
It was decided to summarise the factors mentioned by respondents 
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which contributed toward attracting ~east attention. Table 
11.1 outlines 
males, females 
11.2 outlines 
the results obtained among all respondents, 
and the four major ethnic groups while Table 
the results obtained in the other sub-groups 
(that is, younger and older males and females, less- and 
better educated males and females and lower- and higher income 
respondents). 
Table 11.1 PROHIBITING FACTORS IN ATTRACTING ATTENTION ANALYSED BY SEX AND ETHNIC GROUP 
Prohibiting factors Total Males Feaales Zulu Sotho Xhosa Tswana 
N., 390 194 196 121 61 38 82 
"' 
% % % % % % 
- - - - - - -
Don't use the product 28,2 21,6 34,7 33,1 29,6 23,7 10,8 
Du11/unattractive/unin-
teresting 22,1 20,8 23,5 19,8 21,3 23,7 18,3 
Confusing message 12,6 12,3 12,8 15,7 13,3 7,9 7,3 
Dislike the model 10,3 5,2 15,3 10,7 4,9 5,3 15,7 
No picture(s) 8,6 9,8 7,7 9,1 9,8 10,5 4,8 
Too much copy 6,9 7, 7 6,1 4,9 6,6 10,5 7,3 
Unbelievable message 6,6 9,3 4,1 6,6 3,3 2,7 9,6 
Typography too small 6,1 7,7 4,6 3,3 4,9 5,3 10,8 
Nudeness of the model 4,3 2,1 6,6 4,1 3,3 2,7 7,3 
unrealistic/irrelevant 
picture 4,3 4,1 4,6 2,5 1,7 2,7 8,4 
Product not shown 3,3 1,5 5,1 1,6 3,3 2,7 3,6 
EQ!§: Duplication oecurs. 
Table 11,2 PROHIBITING FACTORS IN ATTRACTING ATTENTION ANALYSED BY OTHER SUB-GROUPS 
16-29 AGE 30+ AGE 0-Std. 5 EDUC. Std,6+ EDUC. J..~ower 
Prohibiting factors Income 
M F M !!' M F M F 
N• 72 82 122 114 126 113 68 83 224 
~ ~ ~ ~ ~ ! ! ! ! 
Don't use the product 25,0 51,2 19,7 22,8 13,4 24,8 36,8 47,8 29,9 
Dul1/unattractive/unin-
teresting 36,1 32,0 11,5 17,8 22,4 23,0 17,6 24,1 21,4 
Confusing message 15,3 11,0 10,7 14,0 13,4 15,1 10,3 9,6 13,4 
Dislike the model 4,2 14,6 5,7 15,8 1,6 9,7 12,0 22,9 10,7 
No picture(s) 16,7 11,0 5,7 5,3 11,9 9,7 5,9 4,8 8,0 
Too much copy 8,3 7,3 7,4 5,3 7,9 8,0 7,4 3, 7 7,6 
Unbelievable message 9,7 4,9 9,0 3,5 11,1 5,3 5,9 2,4 7,2 
Typography too small 5,6 4,9 9,0 4,4 B,7 6,2 5,9 2,4 8,0 
Nudeness of the model 1,4 3,7 2,5 8,8 0,8 7,1 4,4 6,0 4,5 
Unrealistic/irrelevant 
picture 8,3 3,7 1,6 5,3 0,8 3,5 10,3 6,0 4,9 
Product not shown 2,8 3,7 0,8 6,1 0,8 4,4 0,3 6,0 4,0 
NOTE: Duplication occurs. 
M represents Males 
F represents Females 
Higher 
Income 
166 
! 
25,7 
22,9 
11,4 
9,6 
9,6 
6,0 
6,0 
3,6 
4,2 
3,6 
2,4 
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Tables 11.1 and 11.2 seem to indicate that a respondent is not 
successfully attracted by an advertisement if he does not use 
the advertised brand. Significant differences are perceived 
between the males and females, the younger males and younger 
females and the less educated males and-females. The females 
appear to be significantly less attracted by an advertisement 
if they do not use the advertised brand than is the case with 
their male counterparts. This conclusion could also mean that 
the test advertisements were not successful in attracting the 
attention of non-users of the advertised brands. The non-users 
may however constitute an important market segment advertisers 
want to reach. 
Some test advertisements were also perceived to be dull, 
unattractive or uninteresting. The reasons for this could 
possibly be found in the statements made by respondents that 
some advertisements do not feature illustrations, or contain 
too much copy, or the typography is too small or the product 
is not shown. 
Although the models depicted in some advertisements contributed 
towards attracting respondents• attention, some models were 
disliked or the nudeness of the model was criticised. This 
seems to support van der Reis•s (1972) findings that Blacks 
are not always favourably predisposed towards the models used 
in illustrations. The female respondents expressed dislike for 
the model(s) more frequently than their male counterparts. The 
Tswana respondents also expressed a significantly higher dislike 
for the model(s) than did the other ethnic groups. 
The messages communicated by the illustrations and verbal elements 
were mainly criticised because they confused respondents, were 
unbelievable, unrealistic or irrelevant. It therefore seems that 
the advertisers involved did not succeed with some advertisements 
in complying with principles 2, 8 and 10. 
8.6 CREATING INITIAL INTEREST 
Respondents were exposed to the Borstol advertisement for 5 
seconds and asked how interested they were in reading the verbal 
message. The following emerged (Table 12.1 refers) 
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Table 12.1 : INITIAL INTEREST IN READING THE BORSTOL ADVERTISEMENT 
I Target Non- Less Better I Ir.1tial interest Total Us era Market users educa t~.:.:..n e::lucat1on 
I N= 390 130 224 166 239 151 
! ! ! ! ! ! 
I 
Very interested 21,3 23,8 25,0 16,3 11,3 37,1 
Fairly interested 15,4 13,1 17,0 13,3 13,4 18,5 
Indifferent 14,4 13,1 12,1 6,7 18,8 7,3 
Fairly uninterested 10,3 9,2 11,2 19,8 '11, 7 7,9 
Not interested at all 38,7 40,8 34,8 44,0 44,8 29,1 
It appears that 50 per cent of the prospects were uninterested-
while approximately 37 per cent were interested in reading the 
Borstol advertisement. Applying the significance test the writer 
found that prospects expressed a significantly higher uninterested 
rating at the 95 per cent confidence level than interested rating 1 
in reading this advertisement. 
Table 12.1 also indicates that the non-users of Borstol were 
significantly less interested in reading this advertisement than 
the users of Borstol. The better educated Black respondents 
(that is, Standard 6+) were however signigicantly more interested 
in reading this advertisement than the less educated respondents. 
The reasons given for being interested or not interes·ted are to 
be found in Table 12.2. 
It is noteworthy to record that interest in reading the Borstol 
advertisement was not aroused by the advertisement•s presentation 
or some element of it. Blacks seemed to want to know more about 
this medicine and read it for this reason or because it had helped 
them in the past. All the interested non-users were interested 
in reading this advertisement because they wanted to know more 
about the brand. Those respondents not interested perceived the 
Borstol advertisement as dull or unattractive, with the typography 
too small, with too much copy, with no picture, and doubted the 
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believability of the claims. 
Table 12.2 REASONS PERCEIVED FOR BEING INTERESTED/NOT 
INTERESTED IN READING THE BORSTOL ADVERTISEMENT 
Total Target Users Non-Reasons Market users 
No. of respondents 
interested 143 48 94 49 
% % % % 
To know more about 
it 78,3 62,7 67,0 100,0 
It helped me in the 
past 32,9 45,8 50,0 0,0 
No. of respondents 
uninterested 191 65 103 88 
% ~ % % 
Dull/unattractive 46,1 52,3 52,4 38,6 
Typography too 
small 33,0 52,3 33,0 33,0 
Too much copy 12,0 13,8 14,6 9,1 
No picture 10,0 4,6 5,8 14,8 
Unbelievable 
I claims 4,7 4,6 3,9 5,7 
I 
L 
NOTE: Duplication occurs. 
The only significant difference perceived between the target 
market and user- and non-user groups was that on the comment 
"typography is too small" (target market - 52,3 per cent, 
compared with 33,0 per cent in the other groups). 
From the above results it can be concluded that tho Borstol 
advertisement did not successfully create initial interest in 
the message (principle 3 applies). Furthermore, it seems that 
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' in order to create initial interest, an advertisement aimed at 
Blacks should not be dull or unattractively presented, its 
typography should not be too small, it should not have too much 
copy, it should contain an illustration and the message should 
be believable. Of the factors mentioned above, the 11 attractiveness 
of the advertisement" and "too small typography" appear to be 
significantly more important than the other factors. 
8.7 SUMMARY OF MAIN FINDINGS 
It was established that some advertisements more successfully 
attracted attention than ·Others. 
Those which were more successful in attracting attention all 
contained an illustration while the two advertisements which 
were significantly less successful either contained a confusing 
illustration (and message) or no illustration. When respondents 
were asked to select the advertisement which most attracted their 
attention, it was found that users of a brand were significantly 
more attracted by the relevant advertisement than were non-users 
of that brand. 
With regard to specific advertisements it was found that the 
Borstol advertisement did not comply with any of the principles 
outlined in Chapter 2. 
The Black & White advertisement complied with principle 5 but 
failed to comply with principles 1, 2, 7, 8, 10 and llo 
The Dante advertisement complied with principles 1, 6 and 11 
but failed to comply with principles 4 and 12. 
The Klirn advertisement complied with principle 6 but failed to 
comply with principles 8, 10 and 12. 
The Doorn advertisement complied with principles 1, 2, 3, 6, 7, 
8, 11 and 12 but failed to comply with principle 4. 
The Male Anadin advertisement complied with principles 6, 8, 10 
and 12 but from the results obtained, may not comply with principle 
4. 
The 777 Testimonial advertisement complied with principle 6 but 
failed to comply with principles 1, 4, 7, 8, 10 and 12o 
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The Breeze advertisement appears to score relatively high in 
attracting attention and complied with principles 6, 7, 12 and 
16. 
The Omo advertisement complied with principle 6 but failed to 
comply with principles 2, 7, 8, 10, 11 and 12. 
Factors which appear to have relatively high attention-value 
among Blacks are illustrations, and especially the model(s) 
depicted in the advertisement and an in-use situation. 
The model(s) appear to have particular att~ntion-value to 
younger Blacks, Tswana respondents and better educated Black 
males. It was also found that the model(s) depicted attracted 
significantly higher attention among less educated females 
compared with their male counterparts. Further research is 
required to assess the reasons for these findings. 
Previous experience with the product advertised appears to be 
important in attracting a prospect• s a.ttention. It appears 
that respondents selectively chose those advertisements known 
to them rather than those advertising relatively less known 
products or products not used. Colour seems to be a relatively 
important attention-attracting factor. 
There are also indications that advertisements aimed at.Blacks 
could be more successful in attracting attention if they depict 
the end result in using the product and depict a "sufficiently" 
large product in an attractive way. 
There appears to be a number of factors which inhibit attracting 
Blacks• attention. The most important seems to be that a 
respondent is not successfully attracted by an advertisement if 
he does not use it. This was particularly evident among Black 
females. 
Advertisements were mainly criticised owing to them being dull, 
unattractive, uninteresting, confusing and unbelievable. Main 
criticisms about the illustrations were the lack thereof, dislike 
of the models, irrelevant or unrealistic pictures and the fact 
that in some cases the product was not depicted. The Black 
female- and Tswana respondents expressed a significantly higher 
dislike for the models than did the males and the other major 
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ethnic groups. Further research is required to assess the 
reasons for these findings. 
The copy was criticised mainly on the copy length being too long 
and the typography too small. 
Prospects exposed to the Borstol advertisement for 5 seconds 
expressed a significantly higher uninterested rating than 
interested rating in reading it. The better educated Blacks 
were, however, significantly more interested in reading this 
advertisement than the less educated B .. lacks. The Borstol 
advertisement does not comply with principle 3& It also appears 
that the factors which a~ply in attracting attention also apply 
in securing initial interest, especially through the attractiveness 
of the advertising presentation and the size of the typography. 
In conclusion, it appears that all the principles apply to Blackse 
It was however not possible to test whether principles 9 and 13 
apply to Blacks while van der Reis (1969) proved that principle 
14 ("an advertisement should not be cluttered to such an extent 
that the important featured elements are cut off") applies to 
Blacks. Principle 15 (that is, "to attract attention, people 
and objects should face into the advertisement") was not tested 
although the advertisements with illustrations all complied with 
this principle and could therefore apply to Blacks. 
'I. I 
II 
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CHAPTER 9' 
COMMUNICATING RELEVANT INFORMATION AND MAINTAINING INTEREST 
IN THE INFORMATION - AN ANALYSIS OF RESULTS 
9.1 RESULTS ON COMMUNICATING RELEVANT INFORMATION 
The hypothesis was offered in Chapter 6 that an advertisement 
will be successful in communicating relevant information if it 
complies with the principles outlined in Chapter 3. Results 
on the communication-value of the various advertisements are 
discussed below. 
The Borstol advertisement communicated the following about 
Borstol : 
Table 13,1 COMMUNICATION OF THE SOSS10L ADVERTISEMWNT AT TijE 5 SECOND EXPOSURE LEVEL 
Factors communicated Total Target Users Non- o-std.s Std.6+ Market users Males + Males + 
Females Females 
No. of informants (Nl 390 130 224 166 239 151 
~ ~ 1! ~ 1! ~ 
aorstol cures colds and 
flu 25,1 33,1 26,8 22,9 23,4 27,8 
aorsto1 is good for all 
chest ailments 16,4 17,7 14,7 18,7 17,2 15,2 
Borstol cures bronchitis 15,9 13,1 16,1 15,7 12,1 21,9 
Borstol cures coughing 13,3 10,0 18,:3 6,6 11,3 16,6 
Borstol gives bronchitis 6,4 4,6 5,4 7,8 7,1 5,3 
can be used by adults 
and c:hildren 5,4 6,9 3,6 7,8 6,7 3,3 
Each age group hal it'• 
own doii:IQe 5,4 4,6 5,4 4,8 6,7 2,6 
Too complicated 12,8 10,0 10,3 16,3 15,9 8,0 
NQTE: Duplication occurs. 
At the 5 second exposure level the headline is expected to be 
the major communication factor. The Borstol advertisement 
contains the headline "Is bronchitis crippling your life?" but 
the advertisement more successfully communicated that Borstol 
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cures colds and flu and is good for 'all chest ailments (outlined 
in the body copy). It appears therefore that the headline did 
not communicate successfully. The headline also gave the 
impression to 4,6 per cent of prospects that "Borstol gives 
bronchitis" while the advertisement was perceived as being too 
complicated by 10 per cent of prospects. 
Interesting factors which emerged from Table 13.1 are that a 
significantly more frequent mention of "Borstol cures coughing" 
was given by users of the brand compared with non-users. This 
may be owing to the fact that Borstol is known as a cough remedy 
among users while the advertisement does not convey this feature 
of Borstol. The headline communicated significantly better among 
higher educated Blacks than their less educated counterparts 
(21,9% against 12,1%). 
At the extended exposure level the following emerged 
Table 13.2 COMMUNICATION OF TilE: BORSTOL ADVERTISEMENT AT TilE EXTENDED EXPOSURE LEVEL 
Total Target Non- 0-Std.5 Std.6+ Factors communicated Market users users Males + Males + 
Females Females 
No. of informants (N) 390 130 224 166 239 151 
~ ~ ~ ~ ~ ~ Borstol cures colds and 
flu 26,7 25,4 28,6 24,1 26,4 27,2 
Safe for children 26,7 26,9 25,4 28,3 18,4 39,7 
Can be used by adults 
and childrl!n 18,5 18,5 21,0 15,1 17,6 19,9 
It has been improved to 
cope with all chest 
dise~ses 12,6 9,2 12,9 12,0 11,3 14,6 
It is an old Dutch remedy 12,3 10,0 10,3 15,1 8,8 17,9 
Contains oil to lubricate 
dry chests 6,9 6,9 7,6 6,0 7,1 6,6 
Always keep a bottle handy 6,9 4,6 7,1 6,6 7,5 6,0 
A few drops give relief 
from bronchitis 5,1 4,6 5,8 4,2 4,2 6,6 
Too complicated 9,5 ! 9,2 8,9 10,2 13,0 4,0 
li I 
~: Duplication occurs, 
Table 13.2 indicates that a number of benefits were communicated 
by the advertisement with "safe for children;, scoring slightly 
higher among tho target market than "Borstol cures colds and flu". 
The main benefit which should have been communicated (Borstol 
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cures bronchitis) obtained a score or only 4,6 per cent among 
prospects. 
Again some prospects perceived the message as being too complicated 
(9,2%). It appears that the better educated Blacks had less 
difficulty in reading ahd remembering the claims made in the 
body copy compared with the less educated Blacks. Mention of 
"safe for children li. and "it is an old Dutch remedy" scored 
significantly higher in the better educated- than the less 
educated groups. 
From the above discussion it may be concluded that the Borstol 
advertisement did not comply with principles 17 (owing to the 
large number of benefits communicated) and 19 (because the 
satisfaction offered did not communicate}. 
Principle 20 states that 11 advertising copy should use language 
that is meaningful, natural and understandable to the prospect". 
Respondents were asked whether there was anything which they did 
not understand and the following emerged 
Table 13.3 COMPREHENSION OF THF! BORSTOL AOVF!R'l':i:SEMEN'i' 
i'arget Non-
Total Market Users users o-std.s Std.6+ 0-Rl69 Rl70+ 
No. of informants (N 390 130 224 166 239 151 224 166 
~ ~ ~ ~ ~ ~ ~ ~ 
ANYTHING NOT UNDER-
~ 
YF!S 50,3 59,2 47,3 . 54,3 57,3 39,1 52,2 47,6 
NO 49,1 40,8 52,7 45,7 42,7 60,9 47,8 52,4 
FACTORS NOT UNDER-
STOOD N., 196 78 106 90 137 59 117 79 
" " " " " " 
% 
" 
Words like "phlegm11 , 
- - -
- - - - -11 membranes 11 , and 
11 ban1Bh 11 70,7 69,9 70,8 71,1 61,2 93,2 48,8 93,8 
The headline - uls 
bronchi tis cripp-
ling your life?" 40,3 30,2 30,2 52,2 42,3 35,6 41,9 38,0 
The phrase 
-
"An old 
and proven Dutch 
remedy" 8,2 7,5 9,4 6, 7 6,6 11,9 6,8 10,1 
Which are - "The 
ailments of today?" 3,6 5,7 3,8 3,3 4,4 1,7 5,1 1,3 
~: Duplication occurs, 
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• Table 13.3 indicates that significantly more prospects said 
there were factors not understood than those who claimed to 
have understood everything (59,2% against 40,8%). The same 
emerged among the less educated Blacks while the reverse occurred 
among the better educated Blacks. The incomprehensible factors 
appear to be certain words used like "phlegm, membranes and 
banish" while the headline and certain phrases were also said 
to be incomprehensible. It appears therefore that the Borstol 
advertisement does not comply with principle 20. 
Principle 18 states that "the selected benefit should have the 
greatest interest for the greatest number of prospects 11 .. 
Respondents were asked how often they suffer from bronchitis 
and Table 13.4 outlines the results obtained 
Table 13,4 : INCIDENCE OF BLACKS SUFFERING FROM BRONCHITIS 
AGE 
FREQUENCY Total Target Males Females Users NOn- 16-29 30+ Market users 
N"' 390 130 194 196 224 166 154 236 
~ ~ ~ ~ ~ ~ ~ ! 
OFTEN 10,3 10,8 13,9 6,6 15,2 3,6 5,2 13,6 
SOMETIMES 37,4 30,0 35,6 39,3 44,6 27,7 39,0 36,4 
NEVER 52,3 59,2 50,5 54,1 40,2 68,7 55,8 50,0 
It appears that approximately 59 per cent of prospects never 
suffer from bronchitis. Significantly, users seem to suffer 
more frequently from bronchitis than non-users while the older 
Blacks seem to suffer "often" more frequently than younger Blacks. 
No significant differences occurred in the sex groups. It appears 
therefore that this advertisement does not comply with principle 
18. 
The Black & White advertisement did not communicate successfully 
at the 5 second exposure level which has been discussed in the 
previous chapter (Table 9.5.5 refers). At the extended exposure 
level the apparent confusion created by the message continued. 
The relevant advertiser's communication objective given to the 
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writer is "to increase awareness of its unique identity -
Black & White". Table 13.5 indicates that this advertisement 
communicated 11 Serve Black & White on special occasions 11 (17,6%), 
11 I must select Black & White 11 (17,6%) (regarded as a favourable 
communication factor), 11 choose whisky by colour" (14, 7%), "wear 
black and white clothing for a special occasion" (11,8%) and 
11 Blacks and Whites drink whisky 11 (5,9%). It seems that some 
prospects did not know what it communicated and stated that 
"Black & White is the best whisky" (14, 7%). Other prospects 
(19,1%) were honest in stating that they could not understand 
the message. 
Table 13.5 COMMUNICATION OF THE BLACK & WHITE ADVERTISEMENT - EXTENDED EXPOSURE LEVEL 
Total Target users Non- 0-Std.S Std.6+ Factors communicated Market users Males Males 
No. of informants (N) 390 68 82 308 126 68 
~ ~ ~ ~ ~ ~ 
Serve B & W on special 
occasions 29,0 17,6 34,1 27,6 32,5 30,9 
I must select B & W whisky 13,9 17,6 9,8 14,9 5,6 19,1 
B & W is the best whisky 12,8 14,7 9,8 13,6 12,7 13,2 
Choose whisky by colour 9, 7 14,7 6,1 10,7 6,3 10,3 
Wear black and white 
clothing for a special 
occasion 9,0 11,8 13,4 7,8 7,1 7,4 
Blacks and Whites drink 
whisky 3,9 5,9 8,5 2,6 5,6 4,4 
Do not understand 25,1 19,1 24,4 25,3 31,0 19,1 
~: Duplication occurs. 
The most favourable factor mentioned ( 11 I must select Black & 
White") communicated significantly better among the better 
educated males (19,1%) compared with their less educated counterparts 
(5,6%). 
From the above it appears that this advertisement did not 
communicate a specific benefit and therefore does not comply 
with principle 17. It does not offer any satisfaction and 
therefore does not comply with principle 19. Its language is 
not meaningful or understandable and therefore does not comply 
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with principle 20. It appears to communicate an image of 11 a 
whisky served on special occasions" which limits the market for 
this product considerably and indicates that this advertisement 
does not comply with principle 22. 
The symbol used (that is, its unique identity of Black & White) 
does not appear to conform to the prospects owihg to the confusing 
message it communicated. This advertisement therefore does not 
comply with principle 23. 
The illustration was probably perceived to be a jar of cosmetic 
cream by some prospects (4,4% in Table 9.5.5) while the illustration 
obviously contributed towards the confusion mentioned earlier. 
It appears therefore that this advertisement does not comply with 
principle 24 (that is, "the illustration should be relevant to the 
product, the benefit or main message of the advertisement"). 
Respondents were specifically asked whether there was anything in 
the advertisement which they did not understand. Table 13.6 
outlines the results obtained : 
Table 13.6 COMPREHENSION OF THE BLACK & WHITE ADVERTISEMENT - EXTENDED EXPOSURE LEVEL 
I 
Total Target Non- 0-Std.S Std,6+ Market users u!Jers Males Males 
No. of informants (N) 390 68 82 308 126 68 
~ 2! 2! ~ ~ ! 
UNDERSTOOD THE MESSAGE 
YES 51,3 44,1 51,2 51,3 54,8 45,6 
NO 48,7 55,9 48,8 48,7 45,2 54,4 
FACTORS NOT COMPREHENDED 
N= 200 30 42 158 69 31 
! ! ! ! ~ ! 
The whole advertise-
I ment 48,0 56,7 54,8 46,2 52,2 48,4 
. 
I "For the occasion 11 22,0 13,3 7,1 25,9 27,5 16,1 
"The right colours" 21,0 16,7 21,4 20,3 11,6 25,8 
Why black and white 
clothing? 12,0 20,0 21,4 9,5 11,6 12,9 
Table 13.6 indicates that 55,9 per cent of prospects stated that 
there were factors which they could not understand. The factors 
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mentioned were 11 the whole advertisernent 11 (56, 7%), 11 why Black 
and White clothing" (20,0%), 11 the right colours 11 (16, 7%) and 
''for the occasion 11 (13,3%). This again proves that this 
advertisement does not comply with principle 20 (that is, 
''advertising copy should use language that is meaningful, natural 
and understandable to the prospect 11 ) and this principle applies 
to Blacks. 
The Doorn advertisement contained relatively little copy in bold 
type. Respondents were asked what the advertisement communicated 
about the product and the following emerged : 
Table 13,7 COMMUNICATION OF THE DOOM ADVERTISEMENT - EXTENDED EXPOSURE LEVEL 
Factors communicated Total Target users Non- 0-Std,5 Std,6+ 0-Std,S Std.6+ Market users Females Females Males Males 
No. of informants (N) 390 150 280 110 113 83 126 68 
~ ~ ~ ~ ~ ~ ~ ~ 
Doom effectively kills 
all insects 36,9 35,1 36,8 37,3 42,5 43,4 38,1 44,1 
Doom is the best insect 
killer 32,3 34,4 34,3 27,3 36,3 34,9 22,2 20,6 
Doom is strong and kills 
quickly 21,5 14,6 24,3 14,5 11,5 26,5 22,2 22,1 
Doom is economical 18,7 19,2 16,1 25,5 15,0 30,1 19,0 13,2 
!Q!§: Duplication occurs. 
The relevant advertising agency supplied the writer with the 
following communication objective : "Doom, the best insect killer, 
kills all household pests effectively11 • Table 13.7 indicates 
that this advertisement communicated the desired message successfully 
owing to the comments of prospects that 11 Doom effectively kills 
all insects in the horne 11 ( 35 ,1%) , 11 Doorn is the best insect killer" 
(34,4%) and "Doorn is strong and kills quickly" (14,6%). The other 
factor communicated ("Doorn is economical 11 ) was stated in the body 
copy and obtained a score of 19,2 per cent. 
From the above it appears that this advertisement succeeded in 
telling prospects to use the brand in order to get a specific 
benefit that is, 11 it effectively kills all household insects 11 
(principle 17). 
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The selected benefit should have the'greatest interest for the 
greatest number of prospects (principle 18). Although this was 
not specifically asked, it is reasonable to accept that an 
insecticide should stress the efficacy of such a product and 
therefore the writer is of the opinion that this advertisement 
complies with principle 18. 
Concrete, immediate and direct satisfaction is offered by the 
advertisement (strong, effective and kills quickly} and it appears 
therefore that this advertisement also complies with principle 19. 
The resultant data indicates that the language used appears to 
be meaningful, natural and understandable to the prospects 
(principle 20). 
The pictorial convention used was, however, not understood (that 
is, the asterisk). Respondents were asked to state why the 
asterisk was put above the one in NUMBER ONE ~. Table 13.8 
indicates that 97,4 per cent of prospects could not interpret 
the reason for it correctly, but the interpretations given were 
favourable although incorrect. 
Table 13,8 I PERCEIVED MEANING Of THE • IN THE DOOM ADVERTtSEMENT 
Interpretation Total Tarqet user a Jllon- o-std,5 Std,6+ Market users Females Females 
No. of informants (N) 390 150 280 110 113 83 
! ! ! !- ! ! 
CORRECT INTERPRETATION 3,6 2,6 2,9 5,5 1,8 3,6 
INCORRECT INTERPRETATION 96,4 97,4 97,1 94,5 98,2 96,4 
INCORRECT ANSWERS GIVEN 
N• 3.76 146 272 104 lll eo 
It indicates that Doom ! ! ! ! ! ! 
is the best 34,3 47,'1 35,7 30,8 37,2 38,6 
It is the leadinq/no.l 
insect killer 15,7 17,2 14,3 19,2 15,0 10,8 
It is evidence of ita 
' llffectivtonesa 11,4 15,2 ll,B 10,6 14,2 13,3 
It is the •star" insect 
kilhr a,a 7,3 7,4 12,5 7,1 9,6 
Do not know 29,8 12,6 30,9 26,9 26,5 27,7 
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No significant differences were perceived in the various sub-
groups. Even the better educated females (96,4%) could not 
correctly interpret the use of the asterisk. It appears, however, 
that the asterisk was perceived by prospects to mean that "Doom 
is the best" (47, 7%), "it is the no. 1 insect killer" (17 ,2%), 
"that it is evidence of its effectiveness 11 (15,2%) or 11 the star 
insect killer" (7,3%). Approximately 13 per cent of prospects 
admitted that they did not know why the asterisk was there. 
Although prospects were not asked what image they had of Doom, 
its efficacy and leadership in the field of insecticides appear 
to be important communication factors. Ten prospects who have 
had experience of the product stated that "Doom would not kill 
cockroaches" (see Table 22, p.l73 in Chapter 10). The writer 
is however of the opinion that this advertisement complies with 
principle 22 which states that "a successful advertisement will 
communicate a favourable brand-image which clearly distinguishes 
it from competitive brands". 
Furthermore, the symbols used (that is, efficacy and leadership) 
to create the relevant image appear to conform to the product, 
and to the prospects• expectations, owing to the relatively few 
prospects who found these unbelievable (see Table 22, p. 173, 
Chapter 10). It appears therefore that this advertisement also 
complies with principle 23. 
With regard to principle 24 which states that "the illustration 
should be relevant to the product, the benefit and main message 
of the advertisement", a conclusive answer could not be found 
owing to the questions asked in the quantitative study. The 
prospects could, however, see themselves in such an in-use 
situation depicted (92%) in the advertisement (see Table 18.6, 
p. 167 ). The believability of the illustration was not doubted 
and the writer is therefore of the opinion that the Doom 
advertisement also complies with principle 24. 
The Klim advertisement's communication objective given by the 
relevant advertising agency was "that Klim is the best full 
cream milk powder for a baby because it makes him/her strong 
and healthy". The following factors outlined in Table 13.9 
were obtained at the extended exposure levele 
J ··,. 
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Table 13,9 COMMUNICATION OF THE KLIM ADVERTISEMENT - EXTENDED EXPOSURE LEVEL 
Total Target Users Non- 0-Std.S Std.6+ Factors communicated Market users Females Females 
No. of informants (N) 390 130 166 224 113 83 
~ ~ ~ ~ 1f 1f 
Klim makes a baby healthy 34,6 41,9 39,2 31,3 32,8 39,8 
Klim makes a baby strong 20,2 24,4 16,3 22,8 23,0 24,1 
It builds strong teeth 
and bones 17,7 20,9 18,9 18,3 15,9 24,1 
Klim makes babies like 
iron 14,9 12,8 13,3 16,1 29,2 15,7 
Klim gives better growth 9,7 4,7 9,0 10,3 4,4 4,8 
It contains vitamins, 
iron, calcium etc. 5,4 7,0 6,7 4,5 1,8 6,0 
~: Duplication occurs 
It appears that the desired objective was obtained owing to 
prospects mentioning that Klim makes "a baby healthy" (41,9%), 
and "strong'' ( 24 ,4%), "Klim builds strong teeth and bones 11 ( 20, 9%) 
and "gives better growth" (4,7%). The Klim advertisement therefore 
appears to be successful in communicating the product benefit 
(principle 17). 
The benefit communicated by the headline ("Klim makes babies 
grow as strong as iron'') was, however, to some extent interpreted 
literally by some prospects (12,8%) and significantly higher by 
the less educated females compared with their better educated 
counterparts (29,2% against 15,7%). This headline was also 
perceived to be unbelievable by 18 prospects who interpreted it 
literally (see Table 21.1, p. 171 in Chapter 10). Owing to the 
literal interpretation of the headline by some prospects, the 
writer is of the opinion that this advertisement does not comply 
with principle 20 (that is, "advertising copy should use language 
that is meaningful, natural and understandable to the prospect"). 
The selected benefit which was communicated successfully (that 
is, "Klim makes babies grow healthy and strong") appears to be of 
interest to the prospects although prospects may not want a baby 
~ .................................................. .. 
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who is 11 as strong as iron 11 (principle 18 applies). 
The symbol of health and strength appears to conform to the 
product and to the prospects (principle 23) although a symbol 
of health appears to be more viable than that of strength (see 
Table 21.2, p. 172 in Chapter 10) as depicted in this advertisement. 
The illustration is perceived to be relevant to the message of 
the advertisement (principle 24 applies) although both the 
illustration- and verbal message's believability was doubted. 
It seems therefore that this advertisement complies with principle 
24 but its lack of believability may be a factor which influences 
its communication-value. 
The Male Anadin advertisement's advertising objective was stated 
by the relevant advertising agency as 11 Anadin is the analgesic 
that is so strong, it can cope wi·th the very worst kind of headache: 
a Monday-morning headache 11 • The male respondents were asked to 
state for which pains they would use Anadin after being exposed 
to the Male Anadin advertisement. 
The results obtained are outlined in Table 13.10. 
Table 13,10 1 USAGE OF ANADIN AS PROJEC'l'!!ll.l 8X THE Mi\LE !NADIN l!.DVERTISEMEN'l' 
Total Tarqet Ilion- . 16-29 30+ What used for Market U11era users !~ales Males 
No. of informants (N) 194 175 123 71 72 122 
! ! l l ! l 
Headaches/hangover head-
aches 73,7 72 ,o 70,7 79,9 83,3., 62,3 
Toothaches le,o 15,4 13,0 26,8 15,3 20,5 
Body aches 13,9 13,7 17,9 7,0 2,8 18,9 
liQ!!t Duplication occurs. 
It appears from Table 13.10 that the desired communication 
objective stated above was obtained. This table also indicates 
that the younger males more frequently mentioned the usage of 
Anadin for headaches/hangover headaches (83,3%) than the other 
males • This is perceived to be significant at the 95 per cent 
confidence level. 
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Other significant factors which emerged are the higher frequency 
of comments given by non-users that they would use Anadin for 
toothaches (26,8%) compared with users (13,0%), the statement 
by users that they would use the brand for body aches (17,9%) 
compared with 7 per cent of non-users who mentioned this and 
the intended use of Anadin for body aches by the older males 
(18,9%) compared with 2,8 per cent of younger males who mentioned 
this. 
It appears from the above results that this advertisement 
successfully communicated a specific benefit and therefore 
successfully complies with principle 17. This benefit appears 
to be relevant to the majority of prospects (principle 18). 
It also appears to communicate a particular brand-image (for 
Monday-morning headaches) and therefore appears to comply with 
principle 22. 
The Female Anadin advertisement's communication objective as 
stated by the relevant advertising agency was "Anadin is the 
analgesic that relieves all body pains and lifts depression". 
The female respondents were exposed to this advertisement and 
asked for which pains they would use Anadin. Table 13.11 
outlines the results obtained. 
Table 13.11 USAGE OF ANADIN AS PROJECTED BY THE FEMALE ANADIN ADVERTISEMENT 
I Total Target U•er• Non- 16-29 30+ 
What used for Market users Females Females 
No. of informants (N) 196 196 129 67 82 114 
~ ~ ~ ~ ~ ~ 
Headaches 58,6 58,6 60,6 54,6 43,4 69,5 
Menstrual pains 49,0 49,0 48,1 50,7 64,6 37,7 
Body aches 23,0 23,0 22,5 23,9 23,2 . 22,8 
Toothache 16,3 16,3 19,4 13,4 17,1 15,8 
NOTE: Duplication occurs. 
Table 13.11 indicates that Black female prospects would use 
Anadin for headaches (58,6%), menstrual pains (49,0%), body 
aches (23%) and toothache (16,3%). The older females more 
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frequently mentioned headaches (69,5%) compared with the younger 
females (43,4%), while the latter more frequently mentioned 
menstrual pains (64,6%) than the older females (37,7%). 
The results of this table seem to indicate that the Female Anadin 
advertisement did not successfully communicate the desired 
communication objective. Also, respondents were not of the opinion 
that Anadin would lift depression. This advertisement therefore 
does not comply with principle 17 (because a specific benefit is 
not communicated successfully) and principle 22 (because a 
particular brand-image is not communicated}. 
The 777 Testimonial advertisement uses a testimonial approach 
where an unidentified boxer testifies to the qualities of 777 
trousers. The success story (benefit) outlined in the verbal 
message was not believed (see Table 23 and 24, pp. 174 + 175 
in Chapter 10) owing to the opinions expressed by prospects such 
as "sounds like advertising language 11 , 11 a boxer is not capable 
of using such language 11 and especially that 11 a boxer•s success 
does not depend on the trousers he wears 11 • It appears therefore 
that this advertisement does not comply with principle 18. 
The comments on the language used also contributed to the writer's 
conclusion that this advertisement does not comply with principle 
20 (that is, 11 advertising copy should use language that is 
meaningful, natural and understandable to the prospect 11 ). 
The success image portrayed was not believed and prohibits this 
advertisement from complying successfully with principle 22 (that 
is, 11 a successful advertisement will communicate a favourable 
brand-image which clearly distinguishes it from competitive 
brands") and principle 23 ("symbols used to create a particular 
brand-image must conform to the product as well as to the audience 
to be effective"). 
With regard to principle 24 ( 11 the illustration ·should be relevant 
to the product, the benefit or main message of the advertisement11 ), 
prospects mentioned that 11 a man relaxes in shorts, not long 
trousers" (see Table 23, p. 174) and that "trousers should be 
worn with a shirt" (see Table 9.5.10, p. 113). It appears from 
the above that the advertisement's illustration is not perceived 
as relevant to the main message or to the product and therefore 
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does not successfully comply with principle 24. 
The Breeze- and Dante advertisements were not tested for 
communication-value but principles 22 and 23 dealing with the 
brand-image were reviewed. 
It appears that the Dante advertisement created a negative 
brand-image (see Table 25.3, p. 185 ) while the Breeze advertisement 
created a favourable brand-image (see Table 26.3, p. 188). 
The results of these tables indicate that the Dante advertisement 
does not comply with principle 22 while the Breeze advertisement 
does. 
The sex-appeal symbol used in these two advertisements created 
different brand-images for the two brands. The Dante advertisement 
created an image of "a low-class product" (66,7%) although it 
was perceived to "have a pleasant perfume" (68,2%) and to be "a 
very good deodorant 11 (56,1%). (Table 25.2, p. 184refers). 
The Breeze advertisement, however, scored high on being "a very 
good soap 11 ( 82, 7%), "good value for money" ( 70 ,4%) and "has a 
pleasant perfume" (68,4%) while only 17,3 per cent of the prospects 
perceived it as 11 a low-class product"~ (Table 26.2, p. 18 7 refers) o 
From the above discussion the writer concluded that the sex-appeal 
symbol used in the Breeze advertisement contributed towards 
creating a favourable brand-image and this advertisement therefore 
complies with principle 23. The Dante advertisement, however, 
created a negative brand-image (that is, "a low-class product 11 ) 
and does not comply with principle 23. 
The Omo advertisement's communication objective was given to the 
writer by the relevant advertising agency as "Omo has special 
cleaning strength in Power Foam Plus and is the hardworking 
detergent that cleans out the toughest dirt and grease in cold 
water". 
Respondents were asked to describe the benefits of Omo at the 
extended exposure level and it was expected that prospects would, 
if it communicated successfully, more frequently mention that 
Omo removes dirt, grease or coal dust. Table 13.12 outlines 
the results obtained. 
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Table 13,12 1 PERCEIVED BENEFITS OF OMO - EXTENDED EXPOSURE LEVEL 
Total Target U11ers Non- 0-Std.S Std.6+ 0-Rl69 Rl70+ Benefits Market u11era Females Females Females Females 
No. of informants (N) 390 150 264 126 113 83 100 96 
~ ~ ! ~ ! .if ! ! 
omo is econolllical to 
use 2E!,S 35,3 24,6 36,5 39,8 lll 13 45,0 30,2 
Omo removes dirt fast 25,9 22,0 23,9 30,2 19,5 29,8 18,0 29,2 
omo cleans coal duat 
from overalls 13,1 7,3 6,8 16,3 6,2 7,2 5,0 12,5 
No hard rubbing 
needed with Omo 12,3 a,o 12,9 9,5 a,e 8,4 a,o 9,4 
Omo is the beat wash-
ing powder 8,7 10,7 10,6 2,4 10,6 6,0 6,0 11,5 
omo has powerfoam plUII 8,5 8,7 10,2 4,8 7,1 8,4 10,0 5,2 
Do not need to soak 
long with Omo 7,9 3,3 7,6 4,0 3,5 3,6 2,0 5,2 
Omo makes colours 
bright 5,1 6,0 4,9 5,6 6,2 6,0 5,0 7,3 
omo doesn't damage 
3,8 1,3 3,0 1,6 0,9 1,2 2,0 0,0 materials 
Don't know 2,1 2,0 o,a 4,8 3,5 0,0 2,0 2,1 
' 
NOTE: Duplication occur•• 
It appears that a large number of benefits were communicated of 
which the most important one emerged as "Omo is economical to 
use 11 • This benefit obtained a significantly higher mention 
(35,3%) than the mention of the desired benefit ("Omo removes 
dirt fast" - 22,0%)o However, the statements that Omo 11 removes 
dirt fast", "cleans coal dust from overalls 11 and "has powerfoam 
plus 11 add up to 38,0 per cent which is a little better than the 
score for 11 0mo is economical to use 11 • 
It appears from the above that the ~ advertisement was not 
successful in communicating a specific consumer benefit because 
of the large number of minor benefits which attracted attention 
away from the main benefit. The Omo advertisemBnt does therefore 
not comply with principle 17 which states that "a successful 
advertisement will tell the prospect to use this brand to get 
~ specific benefit". 
The selected benefit should have the greatest interest for the 
greatest number of prospects (principle 18). The headline was 
used to communicate the main benefit (that is, "Nothing cleans 
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the coal dust from my husband's overall better than Omo"). 
Respondents were asked whether their husbands had coal dust on 
their overalls and the following emerged : 
Table 13.13 INCIDENCE OF BLACKS HAVING COAL DUST ON OVERALLS 
Total Target uaera •en- Males Females 0-Rl69 Rl70+ 16-29 30+ Market uaera Total Total Total Total 
(N) 390 150 264 126 194 196 224 166 154 236 
Have 
this 
problem ~ ~ ~ 2f ~ ~ ~ ~ ~ ~ 
YES 10,0 4,7 11,0 7,9 11,3 8,7 10,7 9,0 4,6 13,6 
NO 90,0 95,3 89,0 92,1 88,7 91,3 89,3 91,0 95,4 86,4 
Table 13.13 indicates that more than 95 per cent of prospects 
did not have this problem. It appears therefore that the Omo 
advertisement does not comply with principle 18. r·t is noteworthy 
to record that the users, males, older and lower income respondents, 
tended to have this problem more so than the other sub-groups. 
Principle 20 states that 11 advertising copy should use language 
that is meaningful, natural and understandable to the prospect". 
Respondents were asked whether the testimonial message was that 
of the testifier (the wife depicted). Table 13.14 indicates that 
21,3 per cent of prospects did not agree that she had used the 
language but this response was derived from the illustration, 
not the verbal message. 
Table 13,14 : THE LANGUAGE OF THE MODEL IN THE OMO ADVERTISEMENT 
Total Target Non- o-std.5 Std.6+ Market User• users Females Females 
No. of inforlllants (N) 390 150 264 126 113 83 
Her lan51uage ~ ~ ~ ! ! ! 
YES 80,3 78,7 83,3 73,8 79,0 77,9 
NO 19,7 21,3 16,7 26,2 21,0 22,1 
PERCEIVED REASONS FOR NOT B~IEVING 
IT IS HER LANGUAGE Iii• 77 32 44 33 24 18 
! ~ ! ~ ! ~ 
She is the wife of a rich man 55,8 65,6 56,8 54,5 25,0 38,9 
The husband and overall ia misain9 40,3 40,6 40,9 39,4 66,7 38,9 
Sounds like advertising language 9,1 0,0 6,8 12,1 8,3 22,2 
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None of the prospects perceived the language used to be mere 
advertising language although some of the better educated females 
expressed this as being a possibility. It appears therefore 
that this advertisement complies with principle 20. 
From the above table and Table 13.16 (p. 146 ) it appears that 
the illustration was not perceived to be relevant to the verbal 
message. The illustration depicted a.mother with her children 
while the verbal message elaborated on the husband and his dirty 
overall. At the 5 second exposure level 62,7 per cent of prospects 
perceived the illustration as relevant to the message. (Table 
13.15 refers). 
Table 13.15 RELEVANCE OF THE OMO IyLUSTRATION TO M!IN MESSAGE - 5 S§COND ~XPOSUSE LEVEL 
Total Target Users Non- 0-Std.S Std.6+ 0-Rl69 R170+ Market waera Females Females Females Females 
No. of informants (N) 390 150 264 126 113 83 100 96 
! ! ! ! ! ! ! ! 
IS l?!CTURE RELEVANT 
YES 51,3 62,7 53,8 46,0 67,3 48,2 54,0 64,6 
NO 48,7 37,3 46,2 54,0 32,7 51,8 46,0 35,4 
REASONS GIVEN WHY 
VISUAL IS NOT RELE-
Y!!!! N'" 190 56 122 68 37 43 46 34 
! ! ! ! ! ~ ! ! 
Husband and overall 
not shown 85,2 80,4 81,1 92,6 83,7 83,8 89,1 76,1 
She should be busy 
washing the overall 13,7 14,3 15,6 10,3 16,2 11,6 8,7 20,6 
Should show dirty 
and clean overall 7,4 5,4 4,9 11,8 5,4 9,3 4,4 8,9· 
MQ!§: Duplication occurs. 
The better educated females and non-users appear to be the only 
groups who did not perceive the illustration as being relevant 
to the main message. 
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Table 13.16 RELEVANCE OF THE OMO ILLUSTRATION TO MAIN MESSAGE - EXTENDED EXPOSURE LEVEL 
Target Non- 0-Std,5 Std,6+ O-Rl69 Rl70+ Total Market User• users Females Females Females Females 
No. of informants 
(N) 390 150 264 126 113 83 100 96 
~ ~ ~ ~ ~ ~ ~ ~ 
IS PICTURE RELEVANT 
YES 42,3 30,0 45,8 34,9 44,2 15,7 39,0 29,2 
NO 57,7 70,0 54,2 65,1 55,8 84,3 61,0 70,8 
REASONS PERCEIVED 
WHY VISUAL IS IRRE-
~ Na 225 105 143 82 63 70 61 68 
~ ~ ~ ~ l ~ ~ ~ 
Husband and overall 
not shown 52,4 58,1 51,7 53,7 63,5 62,9 63,9 66,2 
This family is not 
that of a person 
wearing coal dusted 
overalls 24,9 20,0 26,6 22,0 17,5 14,2 18,0 10,3 
She should be busy 
washing the overall 22,7 21,9 21,7 24,4 19,0 22,9 18,0 23,5 
Table 13.16 indicates that the relevance score among prospects 
dropped from 62,7 per cent to 30 per cent at the full exposure 
level while the score among the better educated females dropped 
from 48,2 per cent to 15,7 per cent. The reasons given as to 
why the illustration is not relevant centred around the husband 
and overall which are not depicted. Some respondents were of 
the opinion that the mother should be depicted in a washing scene 
while others doubted whether this well-clothed family would have 
a father who wears overalls. 
It appears from the above that the Omo advertisement does not 
comply with principle 24 which states that "an.illustration should 
be relevant to the product, the benefit or main message of the 
advertisement". 
With regard to principle 19 ("the more concrete, immediate and 
direct the satisfaction offered, the more successful the advertising 
message will be"), the satisfaction offered ("cleans coal dust 
from overalls 11 ) is not of particular value to Blacks. Omo was, 
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however, said to remove dirt fast (Table 13.12 refers), no hard 
rubbing is needed and no long soaking is required. The 
satisfactions offered in the body copy appear to be relevant to 
the cleaning feature claimed of Omo. The writer is therefore 
of the opinion that this advertisement does to some extent 
successfully comply with principle 19 although a more relevant 
benefit would have contributed towards making it more successful 
in complying with this principle. 
9.2 RESULTS ON MAINTAINING INTEREST IN THE INFORMATION 
Principle 25 states that "In order to maintain interest, the 
first paragraph should contain the most newsworthy item". By 
observing the first paragraphs of the test advertisements the 
writer is of the opinion that the following advertisements comply 
with this principle : 
i) Borstol because it states that a few doses of Borstol 
will give relief from bronchitis. 
ii) Doom because it states that Doom kills all household 
insects. 
iii) Female Anadin because it states that Anadin will stop 
pains and give long-lasting relief. 
iv) 777 Testimonial because of the statement that "it takes 
a real man to recognise real quality" and follows this 
with the brand name and reason why the boxer selects 777 
trousers. 
v) Dante because the copy refers to the sex-appeal depic·ted 
by the illustration. 
vi) Klim because it outlines that a healthy baby needs health-
giving food. The advertiser should, however, have included 
the first sentence of the second paragraph ("your baby needs 
full-cream Klim powdered milk") in the first paragraph. 
vii) Breeze because it emphasises the freshness depicted in 
the illustration and stated in the headline. 
viii) Omo because it states that Omo removes dirt with very little· 
trouble. 
The Black & White advertisement did not have copy while the Male 
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Anadin advertisement's first paragraph elaborates on how bad a 
morning headache is instead of how Anadin can cure such a headache. 
This advertisement therefore does not comply with this principle. 
Principle 26 states that "interest in the copy will be sacrificed 
if the copy is cluttered with uninteresting or minor claims". 
From the results obtained in Table 13.2 discussed earlier (p. 130), 
it appears that a number of minor claims about Borstol were 
outlined in the body copy. The Borstol advertisement is therefore 
regarded as one which will not maintain interest. 
The Doom advertisement's copy is short and to the point and may 
successfully maintain interest. 
The Klim advertisement's copy (Table 13.9 on p. 138 refers) 
outlined claims relating to the basic message or main benefit 
and although the headline is perceived to be unbelievable, this 
advertisement could maintain interest (that is, if the copy is 
read). Prospects may, however, avoid reading the copy owing to 
the unbelievable headline. 
The Male Anadin advertisement outlines a number of claims relating 
to the morning headache and how one feels with such a headache. 
The writer therefore, is of the opinion that this advertisement 
will not successfully maintain interest in the copy. 
The 777 Testimonial advertisement's copy is not believed and is 
cluttered with claims which prospects doubt (such as a boxer 
could not have that knowledge- see Table 23, p. 174 ). This 
advertisement may therefore not maintain interest in the copy. 
The Omo advertisement's copy is cluttered with a large number 
of claims contained in the lengthy body copy (Table 13.12, p. 
143 refers). It appears therefore that interest will not be 
maintained in the Omo advertisement's body copy • 
. 
9.3 EASE OF READING ADVERTISEMENTS AIMED AT BLACKS 
Flesch (1974) has developed a formula for calculating the ease 
of reading any piece of English copy. This formula takes into 
account the average sentence length and the number of syllables 
per 100 words. The formula is to be found in Flesch's book 
"The art of readable writing" (p. 250) which also provides a 
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nomograph for calculating a reading ease score. The nomograph 
consists of three columns. The left hand column outlines the 
number of words per sentence and ranges from 5 to 37. The right 
hand column outlines the number of syllables per 100 words and 
ranges from 120 to 200. By taking a ruler and pencil and connecting 
the applicable scores calculated and plotted on the left hand-
and right hand columns, the reading ease score can be read off 
from the centre column. 
9.3.1 ~~se of reading the test advertisements 
The writer used the Flesch nomograph to calculate the reading 
ease scores of the test advertisements. 
Table 14 outlines the results obtained : 
Table 14 READING EASE OF THE TEST ADVERTISEMENTS USING THE 
FLESCH NOMOGRAPH 
Advertisement Reading ease score Description * 
Borstol 69 Standard 
Black & White 89 Easy 
Dante 61 Standard 
Klim 83 Easy 
Doom 85 Easy 
Male Ariadin 78 Fairly easy 
Female Anadin 73 Fairly easy 
777 Testimonial 84 Easy 
Breeze 88 Easy 
Omo 75 Fairly easy 
According to Flesch. 
It appears that the Black & White advertisement obtained the 
highest score on ease of reading although its message was perceived 
by Blacks as confusing. The Flesch test is aimed to indicate how 
easy it is to read the language used and does not apply to the 
comprehension of the message. 
The Breeze-, 777 Testimonial-, Doom- and Klim advertisements also 
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scored above 80 which indicates that' these advertisements are 
"easy 11 to read. The two Anadin- and Omo advertisements are 
"fairly easy" to read while the Borstol- and Dante advertisements 
fall within the "standard" reading ease category. 
9.3.2 Ease of reading other press advertisements aimed at Blacks 
The writer decided to analyse advertisements in English which 
appeared in the World and Weekend World during the period January 
to October 1976 and obtained 303 different advertisements for 
this purpose. 
It should be stated that a large number of different advertisements 
featured in these newspapers aimed at Blacks could not be used 
owing to their specific nature. Some advertisements for example 
only contained a headline and illustration. Others advertised 
a special offer and only depicted an illustration and a specific 
price. Some gave the results of or asked for entry into 
competitions. All these types of advertisements were rejected. 
Only those which contained body copy were used for the purpose 
of this test and were arbitrarily grouped in 8 subject categories. 
The following categories were used : 
1) Beauty preparations : 
This category included advertisements for cosmetics, toilet 
soaps, deodorants and hair colouring preparations. 
2) Washing products : 
This category included advertisements for detergents, scourers, 
dish washing liquids and household cleaning products. 
3) Foodstuffs : 
This category included advertisements for canned fruit, canned 
foods, dry food products and jams. 
4) Clothing and shoes : 
This category included, inter alia, advertisements for dresses, 
suits, trousers, jackets, shirts and shoes. 
5) Social products : 
This was the largest category and included advertisements for 
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cigarettes, liquor, cold drinks; tea, coffee and confectionary. 
6) Medicinal and health : 
This category included advertisements for medicinal products 
(that is, patent medicines) and health products such as 
laxatives, analgesics, nerve-tonics and health tea. 
7) Financial, education and insurance 
This category dealt with all services advertised such as 
savings, banking, education colleges and insurance. 
8) Durables 
This category included advertisements for cars, radios and 
hi-fi sets, watches, diamond rings, stoves, refrigerators 
and durable gas products. 
Table 15.1 outlines the detailed results obtained by using the 
Flesch test of reading ease while Table 15.2 is a summary table. 
Table 15.1 DETAILS OJ? THE READING EASE OF NEWSPAPER ADVERTISEMENTS AIMED AT SLACKS USING THE 
FLESCH FORMULA 
CATEGORY 
Description Reai1in':1 ease 1. 2. 3. 4. 5. 6. 7. e. 
score 
!2· ~· !2· !2• !2· !2· !to. B-2· 
very easy 90-100 5 0 0 5 3 5 0 2 
Easy · B0-90 10 2 5 6 19 9 1 2 
Fairly easy 70-80 10 1 7 6 15 11 6 10 
Standard 60-70 7 4 6 12 10 11 1 10 
Fairly difficult 50-60 3 3 1 6 7 8 3 11 
Difficult 30-50 4 1 1 9 6 10 4 4 
very difficult 0-30 3 2 2 3 3 4 0 4 
N• 42 13 22 47 63 58 15 43 
( lt 70,1 56,8 67,1 63,9 68,3 63,3 60,7 60,6 
. 
The mean score&(£ fl were calculated by adding all the,individual scores in each category 
and dividing the total by the number of advertisements 1.n that category. 
Table 15.1 indicates the number of advertisements falling within 
each of Flesch's reading ease categories and subject categories. 
By adding up the number of advertisements in Flesch's categories 
(horizontally) it becomes evident that of all advertisements : 
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i) 20 or 6,6 per cent are 11 very •easy" to read 
ii) 54 or 17,8 per cent are 11 easy11 to read 
iii) 66 or 21,8 per cent are "fairly easy 11 .to read 
iv) 61 or 20,1 per cent fall within the 11 standard 11 category 
v) 42 or 13,9 per cent are 11 fairly difficult 11 to read 
vi) 39 or 12,9 per cent are "difficult" to read 
vii) 21 or 6,9 per cent are "very difficult" to read. 
Table 15.2 A SUMMARY OF NElqSPAPER ADVERTISEMENTS' READING EASE BY USING THE FLESCH 
FORMULA 
NO. CATEGORY NO. OF ADS AVERAGE READING DESCRIPTION 4 
TESTED EASE SCORE 
!! ~ 
1. Beauty preparations 42 70,1 Fairly easy 
2. Washing products 13 56,8 Fairly difficult 
3. Foodstuffs 22 67,1 Standard 
4. Clothing and shoes 47 63,9 standard 
I -. Social products 63 68,3 standard 
i 
-:. Medicinal & health products 58 63,3 standard 
- I Financial, education and 
I I insurance 15 60,7 Standard 8. Durables 43 60,6 Standard 
TOTAL 303 (i-63,6 Standard 
a According to Flesch. 
Tables 15.1 and 15~2 indicate that advertisements for washing 
products are "fairly difficult" to read while the others fall 
into the 11 standard" category. Beauty preparations' advertisements, 
however, are "fairly easy" to read. The advertisements for 
durables and financial, education and insurance are on the border 
line between "standard" and 11 fairly difficult 11 • The mean score 
of all the advertisements is 63,6 and indicates that advertisements 
aimed at Blacks have a "standard" reading ease'score. 
Flesch outlined the United States school grades (p. 177) which 
apply to every reading ease category~ From this and the US 
population-figures Flesch calculated the number of people in 
the US who could read copy with a score falling within each 
.category. 
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Table 15.3 outlines the percentage of adults in the US and the 
sample (that is, adult Black readers of the two specified 
newspapers in Soweto) who can read copy falling in each reading 
ease category. 
Table 15.3: A COMPARI.SON OF THE UNITED STATES AND SOWETO-PERCENTAGE OF ADULT POPULATION 
REACHED BY COPY FALLING INTO DIFFERENT READING EASE CATEGORIES 
Description Reading ease u.s. school u.s. adult s.A. Black sample 
score grades population Educ. levels (Sowetol 
1948 (Cum) (Cum) 
~ ~ 
Very easy 90-100 4th 93 0-Std.l 100,0 
Easy 80-90 5th 91 Std.2 94 
Fairly easy 70-80 6th 88 Std.3 as 
Standard 60-70 7 & 8th 83 Std.4+5 71 
Fairly 
difficult 50-60 Some high 54 Std.6-9 39 
Difficult 30-50 High school 33 Std.lO 5 
& College 
Very 
College 4,5 College/Univ. 2 difficult 0-30 
It appears from Table 15.3 that according to the education levels 
attained by Black readers of newspapers in the sample of this 
study, a 11 fairly easy" reading ease score (as was the case in 
21,8 per cent of the test advertisements and those for. beauty 
preparations in Table 15.1) would be readable by 88 per cent of 
US adults and 85 per cent of Black readers of the Soweto sample. 
A 11 standard 11 reading ease score would be readable by 83 per cent 
of US adults and 71 per cent of Black readers while a 11 fairly 
difficult" score would be readable by 54 per cent of US adults 
and 39 per cent of Black readers (as in the case of 13,9 per 
cent of the test advertisements and those for washing products). 
It should be remembered that the US population7 figures provided 
by Flesch is for 1948 and the writer assumes that the percentages 
in each of Flesch's categories would be higher owing to better 
education of US people since 1948. This means that the differences 
between the percentage of US adults and the Soweto sample could 
be even greater than portrayed in Table 15.3~ 
From the above it appears that, on average, advertising copy 
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aimed at Blacks is too difficult to read and should at least 
fall into the 11 easy 11 reading ease category in order for it to 
be readable by most Black readers. It must also be remembered 
that English is a second language to Blacks. This therefore 
means that shorter words (that is, fewer syllables per word) 
and shorter sentences should be used in advertising to Blacks. 
The above findings apply to advertisements in English, but 
research needs to be conducted to assess the validity of this 
where advertisements in the vernacular are used. 
9.4 HUMAN INTEREST IN ADVERTISING COPY AIMED AT BLACKS 
Flesch (1974) also developed a human interest test and by using 
his human interest formula (Flesch, 1974, p. 150}, or nomograph, 
it is possibie to calculate the degree of human interest in any 
advertising copy. The human interest deals with the percentage 
of personal words (for example you, I and all first-, second-
and third-person pronouns except the neuter pronouns it, itself 
and they, them, theirs, themselves if referring to things rather 
than people) and personal sentences (Flesch, 1974, pp. 249-250). 
The human interest is divided into five basic categories ranging 
from dull to dramatic. 
Table 16.1 outlines detailed human interest scores obtained by 
calculating the 303 advertisements aimed at Blacks. Table 16.2 
is a summary table. 
Table 16.1 DETAILS OF THE HUMAN INTEREST IN NEWSPAPER ADVERTISEMENTS AIMED AT BLACKS USING 
THE FLESCH FORMULA 
CATEGORY 
Human interest 
Description score 1. 2. 3. 4. 5. 6. 7. 
.!!2· .!!2· .!!2· !2· .!!2· !!2· YB.· 
. 
Dramatic 60-100 4 4 3 4 9 16 9 
Very interesting 40-60 22 2 10 10 15 19 2 
Interesting 20-40 9 5 6 18 22 15 3 
Mildly interesting 10-20 4 0 2 3 11 4 1 
Dull 0-10 3 2 1 12 6 4 0 
N• 42 13 22 47 63 58 15 
t x. 42,9 39,6 42,:1. 29,8 34,8 44,4 60,7 
B. 
.!!2· 
6 
8 
18 
5 
6 
43 
33,4 
~~ The mean scores <( i) were calculated by adding all the individual scores in each category and 
dividing the total by the number of advertimewents in that category. 
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It is interesting to note that 12 of'the 47 advertisements in 
the clothing and shoes category (category 4) are "dull" to read, 
while 16 of the 58 advertisements in the social products category 
(category 6) were "dramatic". 
When the number of advertisements falling within each of Flesch 1 s 
"human interest" categories are added up, the following emerges: 
i) 55 or 18,2 per cent of all advertisements obtained a 
"dramatic 11 human interest score 
ii) 88 or 29,0 per cent of all advertisements obtained a 
"very interesting" score 
iii) 96 or 31,7 per cent of all advertisements obtained an 
"interesting" score 
iv) 30 or 9,9 per cent of all advertisements obtained a 
"mildly interesting" score 
v) 34 or 11,2 per cent of all advertisements obtained a 
11 dull" human interest score. 
Table 16.2 A SUMMARY OF THE HUMAN INTEREST OF NEWSPAPER ADVERTISEMENTS AIMED AT BLAC~S 
- ACCORDING TO THE F~ESCH FORMU~A 
NO. CATEGORY NO. OF ADS AVERAGE HUMAN 
DESCRIPTION• 
TESTED INTEREST SCORE 
l. Beauty preparations 42 42,9 
Highly inte-
resting 
2. washing products 13 39,6 
Interesting 
3. Foodstuffs 22 42,1 Highly inte-resting 
4. clothing and shoes 47 29,8 Interesting 
5. Social products 63 34,8 Interesting 
6. Medicinal & Health 58 44,4 Highly inte-resting 
7. Financial, education & 60,7 Dramatic insurance 15 
B. Durables 43 33,4 Interesting 
. 
TOTAL 303 £xD3a,a Interesting 
• According to Flesch 
It appears that advertisements for beauty preparations, foodstuffs 
and medicinal and health products are "highly interesting" to read. 
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Advertisements for washing products, 'clothing and shoes, social 
products and durables are "interesting" to read while the category 
for financial, education and insurance advertisements obtained 
a score in the "dramatic" category. This seems contrary to 
popular belief that advertisements in category 7 are dull or 
uninteresting to read. The writer found, however, that these 
advertisements were rich in the 11 you-approach 11 • 
Table 17 outlines the human interest of the advertisements used 
in this study. 
Table 17 HUMAN INTEREST OF THE TEST ADVERTISEMENTS 
Advertisement 
Borstol 
Black & White 
Dant~ 
Klim 
Doom 
Male Anadin 
Female Anadin 
777 Testimonial 
Breeze 
Omo 
Human interest 
score 
16 
61 
39 
72 
25 
57 
32 
62 
55 
49 
According to Flesch. 
Description '* 
Mildly interesting 
Dramatic 
Interesting 
Dramatic 
Interesting 
Very interesting 
Interesting 
Dramatic 
Very interesting 
Very interesting 
It appears that the Klim advertisement obtained the highest 
interest score (72) and the Borstol advertisement the lowest (16). 
In general, it appears that overall, the advertisements scored 
reasonably high although the Borstol-, Dante-, Doom- and Female 
. 
Anadin advertisements could have made more use of the 11 you-
approach". 
9.5 SUMMARY OF MAIN FINDINGS 
It was possible to test all principles outlined in Chapter 3 
except principle 21. From the results obtained, it appears that 
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all the principles tested apply to Blacks. 
It also appears throughout the results discussed that an 
advertisement communicates better to better educated (Std. 6+) 
Blacks than to their less educated (up to Std •. 5) counterparts. 
Comprehension of language used in the verbal message also appears 
to be better among the better educated Blacks compared with the 
less educated Blacks. Some words used (especially those in the 
body copy of the Borstol advertisement) were incomprehensible 
to Blacks. Less educated Blacks are significantly more likely 
to interpret English language literally than better educated 
Blacks. 
The Borstol advertisement did not successfully comply with any 
of the principles and specifically failed to comply with principles 
17, 18, 19 and 20. 
The Black & White advertisement did not communicate successfully, 
and was perceived as incomprehensible to most readers and largely 
confused prospects. This advertisement failed to comply with 
principles 17, 19, 20, 22, 23 and 24. 
The Doom advertisement successfully communicated the desired 
message and successfully complied with principles 17, 18, 19, 
20, 22 and 24. The pictorial convention (asterisk) used in this 
advertisement was, however, incorrectly interpreted by more than 
97 per cent of prospects although the perceived incorrect 
interpretations were favourable. 
The Klim advertisement communicated the intended benefit reasonably 
successful although the headline and illustration were perceived 
as unbelievable. The headline was literally interpreted by 
approximately 13 per cent of prospects. This advertisement 
successfully complied with principles 17, 22 and 24 but failed 
to comply successfully with principle 20. 
The Male Anadin advertisement successfully complied with principles 
17, 18 and 22 while the Female Anadin advertisement failed to 
comply with principles 17 and 22. 
The 777 Testimonial advertisement's message was not believed by 
a large number of prospects owing to the language used by the 
unidentified testifier while the visual was criticised owing to 
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the model depicted. It appears that•trousers should be advertised 
to Blacks by depicting a properly clothed model. This advertisement 
failed to comply successfully with principles 20, 22, 23 and 24. 
The use of sex-appeal in creating a particular brand-image was 
tested by the Dante- and Breeze advertisements. The Dante 
advertisement created a negative brand-image and failed to comply 
with principles 22 and 23. The Breeze advertisement, however, 
created a favourable brand-image and successfully complied with 
principles 22 and 23. 
·The Omo advertisement contained lengthy body copy and communicated 
a large number of benefits. The most important single benefit 
communicated was that "Omo is economical to use" although the 
intended major benefit was that "Omo removes dirt (coal dust) 
from overalls". The majority of Blacks did not have dirt on 
overalls (or their husbands' overalls) although the males, older-
and lower income respondents appear to have this problem more so 
than the other groups. 
The Omo advertisement's illustration was perceived to be relevant 
to the message at the 5 second exposure level but irrelevant at 
the extended exposure level. It appears that an illustration 
used in advertisements aimed at Blacks should depict what is 
outlined in the verbal message to ensure relevance and believability 
thereof. Also, if a model is supposed to be of a particular class 
(for example, lower income) then the illustration should depict 
the model as such (for example, by the clothing worn). 
The Omo advertisement successfully complied with principles 19 
and 20 but failed to comply successfully with principles 17, 18 
and 24. 
It appears that a testimonial approach aimed at Blacks should 
use language which the testifier is capable of using. The testifier 
must be identified in the advertisement and any product claims 
made by the testifier should deal with factors which such a 
testifier will know about, or is expected to know about. This 
will also be discussed in Chapter 10 when dealing with believability 
of advertisements. 
With regard to maintaining interest in the advertisement, it was 
assessed subjectively that the Borstol-, Doom-, Female Anadin-, 
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777 Testimonial-, Dante-, Klim-, Breeze- and Omo advertisements 
complied with principle 25. 
The Borstol-, Male Anadin-, 777 Testimonial- and Omo advertisements 
do not successfully comply with principle 26 while the Doom 
advertisement does. 
By applying the Flesch formula on the reading ease of advertising 
copy in the test advertisements, the writer established that the 
Borstol- and Dante advertisements obtained "standard" reading ease 
scores~ the two Anadin- and Omo advertisements obtained 11 fairly 
easy" reading ease scores while the Black & White-, Klim-, 12£2!!l-, 
777 Testimonial- and Breeze advertisements obtained "easy" 
reading ease scores. 
A probe into the ease of reading 303 different newspaper 
advertisements aimed at Blacks revealed that advertisements for 
beauty preparations obtained on average the highest reading ease 
score (that is, "fairly easy"} , while those advertising washing 
products were 11 fairly difficult" to read. The other categories 
(foodstuffs, clothing and shoes, social products, medicinal and 
health products, durables and financial, education and insurance) 
obtained scores described by Flesch as "standard". 
Of all advertisements tested, 6,6 per cent were "very easy" to 
read, 17,8 per cent "easy" to read and 21,8 per cent "fairly easy" 
to read while 20,1 per cent fell within Flesch's "standard" 
category. It is, however, noteworthy to record that 13,9 per 
cent were "fairly difficult", 12,9 per cent "difficult" and 6,9 
per cent "very difficult" to read. 
It was, however, established that according to the education 
levels of this study's sample, advertising copy with a reading 
ease description of "very difficult" would be readable by 2 per 
cent of adult Soweto Black newspaper readers. "Difficult" copy 
would be readable by 5 per cent of these adult' Soweto Blacks~ 
11Fairly difficult" copy (as in the case of washing products) 
would be readable by 39 per cent of these adult Soweto Blacks~ 
"Fairly easy" copy by 85 per cent~ "Easy" copy by 94 per cent 
and "Very easy" copy by all adult Blacks who read newspapers. 
The analysis made on the 303 advertisements clearly indicates 
that the English advertisements aimed at Blacks are not readable 
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by as many Blacks as they should be.• The writer therefore 
recommends that shorter sentences and words with fewer syllables 
should be used to improve the readability. 
It must be stressed that Flesch's formula provides an answer to 
11 how difficult is it to read the copy? 11 and does not give an 
assessment of comprehension of the copy. Blacks in South Africa 
reading English newspapers (such as the World and Weekend World) 
are reading a second language. The advertising copy should 
therefore be all the more easily readable. The writer recommends 
that research should be conducted to assess the application of the 
Flesch test on the readability of advertisements in the vernacular. 
With regard to human interest in advertising copy aimed at Blacks 
it was found that the Dante-, Doom- and Female Anadin advertisements 
were "interesting" to read, the Borstol advertisement 11 mildly 
interesting" to read, the Male Anadin-, Breeze- and Omo 
advertisements "very interesting" to read while the Black & White-, 
Klim- and 777 Testimonial advertisements• scores fell into the 
11 dramatic" category. It appears that the advertisements which 
obtained relatively low interest scores (Borstol, Doom, Female 
Anadin and Dante) could have made more use of the "you-approach 11 • 
The 303 different advertisements aimed at Blacks were also subjected 
to the human interest test. It was found that advertisements for 
washing products, clothing and shoes, social products and durables 
were 11 interesting" to read. The advertisements for beauty 
preparations, foodstuffs and medicinal and health products were 
on average "highly interesting" to read while the financial, 
education and insurance advertisements were "dramatically" 
interesting. 
It appears that the financial, education and insurance category 
(category 7) used the "you-approach" extensively while some 
advertisements in the other categories tended to describe the 
product's features and benefits without extensively telling 
prospects what the product will achieve for them or their families. 
It was also found that 12 of the 47 (25,5%) advertisements for 
clothing and shoes were 11 dull 11 to read while 16 of the 58 (27,6%) 
advertisements for social products were "dramatically" interesting. 
In general it appears that a large number of advertisements (64) 
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scored low on human interest (that is, "dull" and "mildly 
interesting"). This represents more than 21 per cent of the 
advertisements tested. Advertisers could therefore make more 
use of the "you-approach" in order to improve the human interest 
of advertisements. 
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CHAPTER 10 • 
INDUCING ADOPTION OF THE RELEVANT INFORMATION - AN ANALYSIS 
OF RESULTS 
'10 .1 ADOPTION OF EMOTIONS 
Principle 28 states that "sex-appeal in advertising should not 
be overdone or irrelevantly used". The three advertisements 
which use sex-appeal are those for Dante, 777 Testimonial and 
Breeze. 
Respondents were exposed to three Dante products and the Dante 
advertisement and asked which type(s) of women would most likely 
use Dante. 
Table 18.1 outlines the types of women perceived to be likely to 
use Dante. 
• 
Table 18,1 USER-IMAGE OF DANTE 
Target IIJon- Males Fem.ales 16-29 30+ Image Total Market Uaen uaers Females Females 
No. of informants (N) 390 66 71 319 194 196 82 114 
~ ~ ! ! ~ ~ ! ~ 
Models in advertise- 35,7 35,4 36,0 mente 37,9 33,3 29,6 39,8 40,2 
Women wanting to be 
35,2 15,4 12,9 25,0 30,5 21,1 sexy 19,0 28,8 
women with low moral 16,3 15 .. 9 16,7 standards 21,3 18,2 12,7 23,2 28,3 
Young, modern women 15,4 9,1 14,0 15,7 16,0 14,8 8,5 19,3 
Women who perspire 
a lot 8,7 9,1 7,0 9,1 9,3 8,2 8,5 7,9 
liard working women 2,3 1,5 1,4 2,5 2,6 2,0 1,2 2,6 
. 
~: Duplication occurs. 
The model used in the advertisement portrayed a user-image to 
prospects of "models used in advertisements" { 33, 3%), "women 
wanting to be sexy" (28,8%) and "women with low moral standards" 
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• (18,2%). This seems to indicate that prospects could not 
identify themselves with the model featured in the advertisement 
because the "models" and others who would use this brand were 
not like the prospects or people like themselves. 
applies). 
(Principle 30 
The desired user-image given by the relevant advertising agency 
is "the sexy perfume for the sexy young woman". This image was 
mentioned by 28,8 per cent of prospects but 18,2 per cent thought 
"women with low moral standards" would use this product. This 
seems to indicate that a negative user-image could be applied 
to Dante. In order to assess whether the "sexy-image" is relevant 
to the prospects• needs or desires, Table 18.2 should be reviewed. 
, 
Table 18.2 IMAGE OF DANTE PRE- AND POST-EXPOSURE TO THE 
, 
DANTE ADVERTISEMENT 
Description Target Market 
Pre-exposure Post-exposure 
No. of informants 66 66 
. 
% % 
Used by all types 
of women 48,5 28,8 
I would use Dante 69,7 53,0 
A low-class product 21,2 66,7 
. 
This table indicates that before exposure to the advertisement 
(but after exposure to the products) 48,5 per cent of prospects 
thought that Dante would be 11 used by all types of women 11 , 69,7 
per cent said they would use Dante and 21,2 per cent said "Dante 
is a low-class product". After exposure to the advertisement, 
164 • 
• 
significantly fewer prospects thought that Dante would be "used 
by all types of women" (28,8%), only 53 per cent said they would 
use Dante while 66,7 per cent perceived Dante to be 11 a low-class 
product". It appears that although the sex-appeal was not 
irrelevantly used in relation to the type of product advertised, 
it was overdone or irrelevant to prospects' desires. It appears 
therefore that the Dante advertisement does not comply with 
principle 28. 
Owing to the above results, the writer also concludes that the 
Dante advertisement does not successfully comply with principle 
30 (that is, "the prospect should be able to identify himself/ 
herself with the model in the illustration"). 
The 777 Testimonial advertisement depicts a well-built unidentified 
boxer wearing trousers but without a shirt. This sex-appeal 
approach (masculinity} was perceived to be irrelevant by some 
prospects because 29,2 per cent said that he is a body-builder, 
not a boxer. (Table 18.3 refers). 
Table 18.3 : IDENTIFICATION OF THE TESTIFIER IN THE 777 TESTIMONIAL ADVERTISEMENT 
Tot!!l Target Users Non- 0-Std.S Std.6+ Who is he? Market users Males Males 
No. of informants (NJ 390 113 60 330 72 122 
~ ~ ! ! ~ ! 
Don•t know 70,0 67,3 56,7 82,4 59,7 46,8 
A body builder 28,5 29,2 36,7 27,0 37,5 50,0 
Tap Tap Machatini 0,8 1,8 3,3 0,3 1,4 1,6 
Pangaman Sekgapane 0,8 1,8 3,3 0,3 1,4 1,6 
In Chapter 8 it was also established that some prospects did not 
like the masculine model and the model was not perceived to be 
properly clothed ("trousers should be worn with a shirtM' - Table 
9.5.10, p. 113 applies). It appears therefore that the sex-
appeal used in this advertisement contributed towards its 
unbelievability and the sex-appeal was to some extent irrelevantly 
used. The writer therefore concludes that this advertisement does 
not successfully comply with principles 28 and 30. 
!te Breeze advertisement also used a sex-appeal approach and 
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depicted an in-use situation. Respondents were asked which 
type(s) of women would most likely use Breeze and the following 
emerged (Table 18.4 refers). 
Table 18.4 USER-IMAGE OF BREEZE 
Total Target user a Non- Males Females Image Market users 
No. of informants (N) 390 98 161 229 194 196 
! ! ~ ! ! ! 
All types of women 27,7 29,6 26,7 28,4 19,1 36,2 
Young, outgoing women 24,6 17,3 23,0 25,8 30,9 19,4 
Women caring for their 
27,6 24,8 17,0 22,2 18,4 skins 20,3 
Young women 19,0 16,3 14,9 21,8 17,5 20,4 
Women who want to feel 
fresh all day 7, 7 8,2 7,5 7,9 7,2 8,2 
Advertising models 7,2 8,2 7,5 7,0 9,8 4,6 
Nurses 2,1 3,1 1,9 2,2 2,1 2,0 
~: Duplication occurs. 
Prospects perceived the users of Breeze as 11 all types of women" 
(29,6%}, "women caring for their skins" (27,6%}, "young, outgoing 
women 11 ( 17, 3%) and "young women" ( 16, 3%) • According to the 
relevant advertising agency, this product is aimed at young 
Black women (that is, those between the ages of 19 and 35). 
It appears from the above findings that the desired user-image 
was created by the Breeze advertisement. 
In order to assess whether the "sex-appeal" is relevant to 
Breeze•s prospects, Table 18.5 should be reviewed. 
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(See page 
Table 18.5 indicates that before exposure to th.e advertisement 
(but after exposure to the product) 59,2 per cent of prospects 
said they would use Breeze, 39,8 per cent thought this product 
would be "used by all types of women" and 27,6 per cent perceived 
it as 11 a low-class product". After exposure to the advertisement 
84,7 per cent of prospects said they would use Breeze, 60,2 per 
cent thought that Breeze would be "used by all types of women 11 
166. 
and 17,3 per cent now perceived Bre~ze as "a low-class product". 
The differences in scores in each case were significant at the 
95 per cent confidence level. It appears therefore that the 
Breeze advertisement successfully complies with principles 28, 
and 30 (which states that "the prospect should be able to identify 
himself/herself with the model in the illustration"). 
Table 18.5 IMAGE OF BREEZE PRE- AND POST-EXPOSURE TO THE 
BREEZE ADVERTISEMENT 
Description Target Market I 
Pre-exposure Post-exposure 
No. of informants 98 98 
% % 
Used by all types 
of women 39,8 60,2 
I would use it 59,2 84,7 
A low-class product 27,6 17,3 
Respondents were exposed to the Doom advertisement and asked 
whether they could see themselves in the situation depicted in 
the Doom advertisement. The results are outlined in Table 18.6. 
Table 18.6 on the next page indicates that 92 per cent of prospects 
could see themselves in such a situation. Although not asked in 
the interview, spontaneous reasons given as to why some prospects 
could not see themselves in that situation were that the product 
was perceived to be too close to the model's face and the model 
should have used a mask. 
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• Table 18.6 PERSONAL INVOLVEMENT IN THE DOOM ADVERTISEMENT'S 
DEPICTED SITUATION-IMAGE 
Total Target Users Non-Market users 
No. of informants (N) 390 150 280 110 
% % % % 
CAN YOU SEE YOURSELF 
IN SUCH A SITUATION? 
YES 87,7 92,0 88,2 86,4 
NO 12,3 8,0 11,8 13,6 
It appears, however, that the Doom advertisement successfully 
complies with principles 30 and 36 (that is, "credible pictures 
appear normal, natural and unposed"). 
The Anadin advertisements also use emotional approaches. The 
male respondents were exposed to the Male Anadin advertisement 
and asked what feelings they experienced when they saw the 
advertisement. Table 19.1 outlines the results obtained. 
Table 19.1 PERCEIVED FEELINGS AROUSED BY THE MALE ANADIN ADVERTISEMENT 
Total Target users Non- 16-29 30+ Feelings perceived Market users Males Males 
No. of informants (N) 194 175 123 71 72 122 
~ ~ ~ ~ .~ 22 
A terrible headache is 
painful 40,2 50,3 42,3 36,6 52,8 32,8 
I feel sympathy for the 
suffering man 30,9 26,9 24,4 42,3 26,4 33,6 
It must be a good head-
ache cure 19,1 17,9 23,6 11,3 22,2 17,2 
Hangovers give terrible 
headaches 11,9 11,4 11,4 12,7 12,5 11,5 
Anadin cures most aches 
and pains 5,7 2,9 7,3 2,8 6,9 4,9 
He is pretending to 
suffer 2,1 1,1 2,4 1,4 2,8 1,6 
~~ Duplication occurs. 
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• Table 19.1 indicates that this advertisement succeeded in 
arousing emotions. Prospects perceived 11 a terrible headache 11 
as being painful (50,3%) while 26,9 per cent felt sympathy for 
the suffering model. Only 1,1 per cent of prospects perceived 
the model as pretending to suffer from a headache (principle 
36 applies). The emotions aroused may also have motivated 17,9 
per cent of prospects to say that Anadin must be a good headache 
cure. 
It appears therefore that this advertisement succeeded in 
arousing emotional response (principle 27 applies). It is 
interesting to note that significantly more non-users than users 
felt sympathy for the suffering man. 
The Female Anadin advertisement also aroused emotional responses. 
Table 19.2 outlines the results obtained when female respondents 
were exposed to this advertisement. 
Table 19.2 PERCEIVED FEELINGS AROUSED BY THE FEMALE ANADIN 
ADVERTISEMENT 
Total Target Users Non- 16-29 30+ Market users Females Females 
No. of in for-
mants (N) 196 196 129 67 82 114 
% % % % % % 
The woman is in 
pain 36,7 36,7 35,7 38,8 37,8 36,0 
I feel sympathy 
for the suffering 
woman 26,0 26,0 29,5 19,4 22,0 29,0 
She has a head-
ache 19,9 19,9 20,9 17 9 I 22,0 18,4 
She looks worried 16,3 16,3 14,0 20,9 9,8 21,1 
I do not want to 
look so worried 3,1 3,1 3,1 3,0 3, 7 2,6 
I do not care 
about her 2,0 2,0 0,0 6,0 2,4 1,8 
~: Duplication occurs. 
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Prospects were of the opinion that the woman was in pain (36,7%) 
while 26,0 per cent expressed "sympathy for the suffering woman". 
More than 16 per cent perceived the model as 11 Worried" while 3,1 
per cent said they 11 did not want to look so worried 11 and 2,0 per 
cent "could not care about her". The older females more frequently 
said that 11 She looks worried" (21,1%) than the younger females 
(9,8%). This difference was perceived to be significant. 
It appears therefore that this advertisement succeeded in arousing 
emotional responses (principle 27 applies) and also successfully 
complies with principle 36 which states that "credible pictures 
appear normal, natural and unposed 11 • 
Respondents were exposed to the Breeze advertisement and asked 
whether there was anything they particularly liked or disliked 
about the advertisement. 
Table 20.1 outlines the perceived factors which were liked in 
the Breeze advertisement. 
Table 20.1 PERCEIVED FACTORS LIKED ABOUT THE BREEZE ADVERTISEMENT 
Total Target Users Non- Males Females Market users 
No. of informants (N) 390 98 161 229 194 196 
! ! ! ~ ! ! 
Respondents who particularly liked 
81,0 94,9 85,1 78,2 78,4 83,7 something 
Respondents who particularly dis-
19,0 5,1 14,9 21,8 21,6 16,3 liked something 
FACTORS PARTICULARLY LIKED Noo 316 93 137 179 152 164 
! "' ~ ~ ~ ~ .!! 
The fresh colours 34,5 35,5 38,7 31,3 36,2 32,9 
The attractive model 29,4 31,0 33,6 26,3 37,5 22,0 
. 
The in-use situation 26,0 28,0 28,5 24,0 31,6 20,7 
The soap contains natural herbs 18,0 14,0 11,8 22,9 21,7 14,6 
The way the model poses 6,7 3,2 3,7 8,9 10,6 3,0 
The way the model's body is 
5,7 3,2 3,7 7,3 6,6 4,9 sprinkled with water 
The green water background 4,8 o,o 4,4 5,0 
5,3 4,3 
10,1 4,3 10,2 10,0 9,9 10,4 Everything about it 
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Table 20.1 indicates that 94,9 per cent of prospects liked the 
Breeze advertisement. Main factors particularly liked were 
"the fresh colours" (35,5%), "the attractive model" (31,0%), 
"the in-use situation" (28,0%) and the fact that "the soap 
contains natural herbs" (14,0%). 
Factors related to the model and the in-use situation dominated 
the factors liked response, which seem to indicate that this 
advertisement aroused emotional responses with the prospects 
(principle 27 applies). 
The attractive model and in-use situation were significantly 
more liked by males than by their female counterparts. 
The fact that "the soap contains na·tural herbs" appears to be 
a more important factor to non-users of Breeze (22,9%) than by 
users ( 11,8%) • 
The results also seem to indicate that this advertisement complies 
with principle 36 (that is, ''credible pictures appear normal, 
natural and unposed"). 
Particular dislikes mainly centred around the nudeness of the 
model, the model should have used a face cloth and the soap has 
no lather. The nudeness of the model was disliked by all 18 
females who said they particularly disliked something. This was, 
however, not a strong dislike mentioned by prospects (the target 
market). Table 20.2 outlines these results. 
Table 20.2 : PERCEIVED FACTORS DISLIKED ABOUT THE BREEZE ADVERTISEMENT 
Total Target Ual!l.m Non- Males Females Market users 
No. of informants (N) 74 5 24 so 42 18 
FACTORS PARTICULARLY . 
DISLIKED 
! ! ! ! ! ! 
The nudeness of the 
model 54,1 40,0 50,0 56,0 52,4 100,0 
The soap has no lather 23,0 20,0 33,3 18,0 23,8 38,9 
She should have been 
using a face cloth 23,0 8o,o 20,8 24,0 23,8 38,9 
Nothing liked 12,2 o,o 12,5 12,0 11,9 22,2 
Exaggerated claims 10,8 0,0 12,5 10,0 19,0 o,o 
NOTE: Duplication occurs. 
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Table 20.2 also indicates that males perceived more exaggerated 
claims than females (19,0% against 0,0%). This is a significant 
difference. 
To conclude the discussion on adoption of emotions principle 27 
should be reviewed (that is, "the most ineffective advertising 
stimuli are those which arouse little or no emotional response 11 )6 
The writer is of the opinion that the Black & White advertisement 
does not comply with principle 27 owing to the confusing message 
it communicated as was discussed earliero The Omo advertisement 
uses an emotional type illustration (that is, a picture of a 
happy mother and children) which could arouse emotional responses. 
The illustration was, however, to some degree perceived as 
irrelevant to the message. It appears therefore that the Omo 
advertisement does not successfully comply with principle 27. 
10.2 BELIEVABILITY OF COMMUNICATIONS 
Principle 31 states that "a prospect will adopt the advertising 
message if it is believable in all respects 11 • 
The Klim advertisement uses an "exaggeration" approach in both 
the verbal message and the illustration. Respondents were asked 
about the believability of the Klim advertisement and the 
following emerged. Table 21.1 refers. 
Table 21,1: BELIEVABILITY OF THE KLIM ADVERTISEMENT 
Total Target Users Non- 0-Std.S Std.6+ Market users Females Females 
No. of informants (N) 390 130 166 224 113 83 
ANYTHING UNBELIEVABLE ! ! ! ! ! ! 
. 
YES 52,1 50,0 45,6 56,7 47 ,B 44,6 
NO 47,9 50,0 54,2 43,3 52,2 55,4 
UNBELIEVABLE FACTORS N• 203 65 76 127 54 37 
! ! ! ! ! ! 
A baby can't break a 
mtick 65,5 72,1 68,4 63,8 75,9 67,6 
A baby can't be aa 
atrong aa iron 34,5 27,9 31,6 36,2 24,1 32,4 
172. 
Table 21.1 indicates that 50 per cent of prospects did not 
believe everything in the advertisement. A significantly 
greater number of non-users disbelieved the message compared 
with the users (56,7% against 45,8%). The two unbelievable 
factors perceived by prospects are that "a baby can not break 
a stick" (72,1%) which is depicted in the illustration and 
that "a baby can not be as strong as iron" (27,9%) which is 
outlined in the headline. 
The results discussed above prove that the Klim advertisement 
does not comply with principle 31 (owing to its unbelievability), 
principle 33 (because the exaggerated claims are not believed -
principle 33 states that "exaggerated claims could sometimes be 
believed, seen as facts and relied upon") and principle 36 
(because it is not normal for a baby to be able to break a stick). 
Respondents were also asked to suggest changes to make the Klim 
advertisement more believable and the changes suggested are 
outlined in Table 21.2 : 
Table 21.2 SUGGESTED CHANGES TO MAKE THE KLIM ADVERTISEMENT 
MORE BELIEVABLE 
Sugge$ted change Percentage of respondents 
No. of informants 203 
% 
Remove the stick 48,8 
Change the headline 36,5 
Stress health instead of 
strength l4,8 
It appears from Table 21.2 that the Klim advertisement would be 
more believable if the stick is removed, and/or the headline is 
changed and/or health is stressed instead of strength. 
! 
I 
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The Doom advertisement also uses an exaggerated claim (that is, 
"it sells more than all other insect killers combined"). Only 
one prospect disbelieved this claim. The Doom advertisement, 
however, scored relatively high on believability. (Table 22 
applies). 
Table 22 BELIEVABILITY OF THE DOOM ADVERTISEMENT 
Target 1 Non- O-Std.5 Std.6+ Total Users Market users Females Females 
No. of informants (N) 390 150 280 110 113 83 
~ ! ~ ~ ~ ! 
ANYTHING NOT BELIEVED 
YES 13,3 13,2 14,3 10,9 14,2 19,3 
NO 86,7 86,8 85,7 89,1 85,8 80,7 
UNBELIEVABLE FACTORS N= 52 20 40 12 16 16 
~ ~ ~ ~ ~ ~ 
It will not kill cock-
roaches 50,0 50,0 52,5 41,7 43,8 43,8 
That it kills so fast 23,1 35,0 20,0 33,3 18,8 37,6 
"Sells more than all 
other insect killers 
combined" 23,1 5,0 22,5 25,0 18,8 37,6 
cost is not so low 19,2 10,0 20,0 16,7 18,8 0,0 
EQ!!: Duplication occurs. 
Table 22 indicates that 86,8 per cent of Doom's target market 
believed the claims made in the Doom advertisement. The 
unbelievable factors perceived are that "Doom will not kill 
cockroaches" (10 prospects), "that it kills so fast" (7 prospects), 
"cost is not so low" (2 prospects) and the exaggerated claim (1 
prospect). The "cost is not so low" factor was significantly more 
frequently mentioned by the less educated females (18,8%) compared 
with the better educated females (0,0%). 
It appears from the results discussed above that the Doom 
advertisement to some extent successfully complies with principle 
31 (that is, 11 a prospect will adopt the advertising message if it 
is believable in all respects 11 ) and principle 33 (that is, 
••exaggerated claims could sometimes be believed, seen as facts 
and relied upon 11 ) • 
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The believability of the 777 Testimonial advertisement was also 
assessed. Table 23 outlines the results obtained when respondents 
were asked if they perceived anything unbelievable in this 
advertisement. 
Table 23 BELIEVABILITY OF THE 777 TESTIMONIAL ADVERTISEMENT 
Total Target User a Non- 0-Std.5 Std.6+ Market users Males Males 
No. of informants (N) 390 113 60 330 126 68 
~ ~ ~ .2! ~ ~ 
ANYTHING UNBELIEVABLE 
YES 56,9 55,8 53,3 57,6 56,3 61,8 
NO 43,1 44,2 46,7 42,4 43,7 38,2 
UNBELIEVABLE FACTORS N~ 222 63 32 190 71 42 
~ ~ ~ ~ ~ ~ He is a body builder, 
39,7 46,9 30,5 40,8 35,7 not a boxer 32,9 
That he is capable of 
using such language 20,7 27,0 18,8 21,1 19,7 14,3 
A man relaxes in shorts, 
not in long trousers 20,3 15,9 21,9 20,0 23,9 26,2 
That he had a tough fight 13,1 9,5 9,4 13,7 8,5 14,3 
That he knows so much 
about trousers 9,5 6,4 9,4 9,5 8,5 7,1 
His success doesn't de-
pend on the trousers he 
wears 8,6 12,7 3,1 9,5 4,2 9,5 
NOTE: Dupl~cat1on occurs. 
Table 23 indicates that more than 55 per cent of 777 Trousers• 
prospects perceived unbelievable factors in the 777 Testimonial 
advertisement. This represents significantly more prospects 
than those who perceived the advertisement as believable. 
The most important unbelievable factors appear to be that the 
model is seen as a body builder rather than a boxer (39,7% 
owing to his physique), the boxer is 11 not capable of using such 
language" (27%) 
long trousers" 
and a man is supposed to 11 relax in short, not in 
(15,9%). The less educated males doubted his 
capability of using such language more than did the better educated 
males (19,7% against 14,3%). 
It appears from the above results that the 777 Testimonial 
advertisement does not successfully comply with principle 31 and 
the information it conveys will therefore not be successfully 
adopted. 
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10.3 ADOPTION OF TESTIMONIAL COMMUNICATIONS 
Principle 35 states that "testimonial claims should be written 
in the language the testifier has used or the reader would 
expect the testifier to use". 
The results obtained on the Omo advertisement's believability 
of language used by the testifier was discussed in Chapter 9 
(see Table 13.14, p. 144). This discussion indicated that 
approximately 79 per cent of Omo's prospects perceived the 
language used as being that of the testifier. It appears 
therefore that the Omo advertisement to some extent successfully 
complies with principle 35. 
The majority of 777 Trousers• prospects did not believe that the 
language used in the 777 Testimonial advertisement was that of 
the testifier. (Table 24 outlines the results obtained). 
This table also indicates that more than 70 per cent of the 
better educated males disbelieved that it was the language of 
the testifier. This is significantly higher than the 52,4 per 
cent of the less educated males who disbelieved that the language 
was that of the testifier. 
Table 24 BELIEVABILITY OF THE TESTIFIER CAPABLE OF USING THE LANGUAGE USED IN THE 777 
TESTIMONIAL ADVERTISEMENT 
Total Target Users Non- 0-Std.S Std.6+ Market users Males Males 
No. of informants (N) 390 113 60 330 126 68 
~ ~ ~ ~ ~ ! 
CAPABLE 
YES 42,0 43,4 46,7 41,2 47,6 29,4 
NO 58,0 56,6 53,3 58,8 52,4 70,6 
PERCEIVED REASONS FOR NOT 
BELIEVING IT IS H~S LANG-
' 
~ N• 226 64 32 194 66 48 
! ! ~ .lf :!! .lf 
Sounds like advertising 
language 42,9 53,1 43,8 42,8 47,0 47,9 
A boxer is not capable of 
using such languaqe 33,6 28,1 25,0 35,1 27,3 37,5 
A boxer doesn't know that 
much about trousers 25,7 25,0 37,5 23,7 25,8 18,8 
His name is nowhere men-
tioned in the ad to iden-
tify him 16,7 14,0 12,5 17,6 10,3 23,3 
NOTE! Duplication occurs. 
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The language used sounded like "adve;rtising language" to 
prospects (53,1%) while 28,1 per cent said 11 a boxer is not 
capable of using such language". A further 25 per cent of 
prospects were of the opinion that 11 a boxer does rtot know 
that much about trousers". The disbelievability was also 
attributed to the fact that the testifier was not identified 
anywhere in the advertisement (14%). 
It appears therefore that this advertisement does not comply 
with principle 35. 
10.4 SUMMARY OF MAIN FINDINGS 
It was established that all principles outlined in Chapter 4 
apply to Blacks although principles 29 and 34 were not tested. 
Sex-appeal in advertising to Blacks could be successfully adopted 
if it were used in a natural situation, and not overdone or 
irrelevantly used. It also appears that a model's pose can 
influence the adoption of a sex-appeal approach. 
The model depicted influences the user-image of an advertised 
brand. It was established that advertisements depicting a model 
obviously in pain aroused emotions of which sympathy was the most 
important. A small percentage of prospects exposed to the Female 
Anadin advertisement expressed a feeling of indifference to the 
emotional illustration. 
The Breeze advertisement was particularly liked by approximately 
95 per cent of prospects. The most important likes perceived 
centred around the illustration, what it depicted and the "fresh 
colours" used. The 11 attractive model 11 and "in-use situation 11 
depicted in this advertisement were significantly more liked by 
the male respondents than by their female counterparts. The 
product feature "Breeze contains natural herbs" was more liked 
by the non-users of Breeze than by the userso 
It appears that (although the base was small) an illustration 
should depict realistic and everyday-experience factors. Some 
respondents detected that the in-use situation of the Breeze 
advertisement depicted the soap without lather on it while the 
model was perceived to be washing herself without a face cloth. 
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This was also confirmed in the 777 Testimonial advertisement 
where prospects mentioned that a man relaxes in shorts, not 
long trousers as was depicted. Also, the model in the latter 
advertisement was supposed to have had a tough fight while the· 
illustration did not depict him in this way. 
Nudeness of a model depicted was significantly more criticised 
by females than males (the Breeze advertisement refers). 
Believability of communications appear to be a particular problem 
in advertising to Blacks. It was found that Blacks are not 
likely to believe exaggerated pictures or claims which are 
unrealistic (for example, a baby is not strong enough to break 
a stick or a baby can not be as strong as iron). Such unrealistic 
claims or pictures are literally interpreted by some Black 
respondents. 
Blacks appear to be able to make realistic recommendations on 
how to make communications more believable. The writer regards 
this as an important factor in advertising research among Blacks 
because it means that Black prospects could be asked about the 
believability of communications and if perceived as unbelievable, 
they could be asked to recommend changes to make the communications 
more believable. 
Experience with a particular brand also enables Blacks to decide 
whether a message is believable or not. 
With regard to testimonial advertisements, it was found that a 
testifier should be identified somewhere in the communication. 
This would make the testifier•s message seem more believable. 
Language used by a testifier should not sound like advertising 
language. It should be in line with what the testifier is capable 
of using or has actually used. A testifier is also not expected 
to have a thorough knowledge of all the features and benefits of 
the brand he is testifying about. Knowing "to'o much" about the 
brand contributes to disbelieving the testimonial claims made by 
the advertisement. 
With regard to the principles tested, it was found that the 
Black & White advertisement did not comply with principle 27. 
The Dante advertisement's communications were not found to be 
adopted successfully because it does not comply with principles 
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28 and 30. 
The Doom advertisement, however, complied successfully with 
principles 30, 31 and 33 and its communications therefore seem 
to be adoptable by its target market. 
The Klim advertisement's depicted baby aroused emotions 
(discussed in Chapter 9) and successfully complied with principle 
27 but failed to comply with principles 31, 33 and 36. 
The two Anadin advertisements successfully complied with principles 
27 and 36. The communications of these advertisements could 
therefore be adopted by their target markets. 
The 777 Testimonial advertisement did not successfully comply 
with principles 28, 30, 31, 35 and 36. This advertisement•s 
communications were therefore not found to be adopted successfully. 
The Breeze advertisement successfully complied with principles 
27, 28, 30 and 36. Its communications were therefore successfully 
adopted by Breeze's prospects. 
The Omo advertisement successfully complied with principle 35 
but failed to comply with principles 27 and 36 (which was discussed 
in Chapter 9) • 
The writer therefore concludes that the most successful 
advertisement to have its communications adopted by its prospeGts 
is the Breeze advertisement while the least successful one is 
that advertising 777 Trousers through the testimonial approach. 
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• CHAPTER 11 
PERSUASIVENESS OF COMMUNICATIONS - AN ANALYSIS 
OF RESULTS 
Persuasiveness of advertising communications can be measured 
indirectly or directly as discussed in Chapter 5. Indirect-
and direct measures of the persuasiveness of the test advertisements. 
are discussed separately hereunder. 
11.1 INDIRECT MEASURES OF PERSUASIVENESS 
It was stated in Chapter 5 that a successful advertisement should 
attract attention and create initial interest in the message. 
It should then communicate relevant product information and 
maintain interest in the information. The information communicated 
should be adopted by the prospect and if adopted successfully, 
the advertisement will be more persuasive than those which do 
not successfully attract attention, communicate the desired 
objective and induce adoption of the relevant informationo 
Principle 37 states that "an advertisement which attracts the 
prospect's attention and creates initial interest, will be more 
persuasive than those which do not". 
The research results discussed in Chapter 8 indicated that the 
Breeze-, Klim-, 777 Testimonial-, Dante- and Omo advertisements 
were more successful in attracting attention than the other test 
advertisements. Furthermore, it was established that the Borstol-
and Black & White advertisements were the least successful in 
attracting attention and creating initial interest. The Dante 
advertisement also appeared to be unsuccessful' in creating initial 
interest owing to the negative brand- and user-images it portrayed. 
The Klim advertisement was found to be unbelievable by some 
prospects owing to its "exaggeration" approach in both the 
illustration and verbal message and would therefore not successfully 
create initial interest. 
The 777 Testimonial advertisement depicted an unrealistic and 
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unbelievable illustration while its verbal message contained 
in the headline was perceived to be unrealistic. This advertisement 
would therefore also not secure initial interest. 
The Omo advertisement was perceived to depict an irrelevant 
illustration while the product was not depicted and would 
therefore not secure initial interest in the message. The Doom 
advertisement, however, was found to be relatively successful 
in securing initial interest. 
Principle 38 states that "a persuasive advertisement will offer 
a reward for reading it and this reward should be sufficiently 
attractive to induce the prospect to continue reading 11 • This 
principle deals with communicating the product benefit and 
maintaining interest in the information. 
It was established that the Borstol advertisement did not 
successfully communicate its desired communication objective 
(or major benefit) and the reward offered was not relevant to 
the majority of prospects. Therefore, the Borstol advertisement 
does not successfully comply with principle 38. 
The Black & White advertisement's message was perceived to be 
confusing and it offered no reward for reading it. This 
advertisement therefore does not comply with principle 38. 
The Doom advertisement offered a specific reward to prospects 
and owing to its short and bold copy, this advertisement successfully 
complies with principle 38. 
The Klim advertisement successfully communicated a meaningful 
reward and therefore successfully complies with principle 38. 
The Male Anadin advertisement communicated a meaningful reward 
although its first paragraph did not contribute towards maintaining 
interest in the body copy. This advertisement may therefore not 
successfully comply with principle 38. The Female Anadin 
advertisement did not successfully communicate a specific benefit 
and would therefore not successfully comply with principle 38. 
The Omo advertisement contains lengthy body copy and its reward 
was not perceived to be relevant to prospects' needs. This 
advertisement does not, therefore, successfully comply with 
principle 38. 
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• It appears from the above that the Doom- and Klim advertisements 
more successfully offered a meaningful reward than the Borstol-, 
Black & White-, Male Anadin-, Female Anadin- and Omo advertisements. 
The Breeze-, Dante- and 777 Testimonial advertisements were not 
tested for communication although the first paragraph of these 
three advertisements may contribute towards maintaining interest 
in the information. 
The 777 Testimonial advertisement failed to comply successfully 
with principle 26 (that is, 11 interest in the copy will be sacrificed 
if the copy is cluttered with uninteresting or minor claims"). 
It appears therefore, that this advertisement may not successfully 
maintain interest. 
Principle 39 states that "a persuasive advertisement will reinforce 
positive attitudes and beliefs about the product or service among 
current users and/or favourably modify attitudes or beliefs about 
the product among potential or non-users". Tables 25.1 (p. 182) 
and 25.2 (p. 184) indicate that the Dante advertisement negatively 
influenced users•- and non-users• attitudes toward Dante. The 
Dante advertisement therefore, does not successfully comply with 
principle 39. Tables 26.1 and 26.2, however, indicate that users• 
attitudes toward Breeze were reinforced while non-users' attitudes 
toward Breeze were positively improved by the Breeze advertisement. 
The Breeze advertisement therefore successfully complies with 
principle 39. 
The indirect measure of persuasiveness seem to indicate that the 
Breeze advertisement will be more persuasive than the other 
advertisements owing to its attention-value and the favourable 
brand-image it communicated to both users and non-users of Breeze. 
11.2 DIRECT MEASURES OF PERSUASIVENESS 
The direct measures of persuasiveness used in this study involved 
two basic measures, that is, the effect of the communications on 
the brand-image and a paired comparison measure. 
The first measure is applicable to the discussion of the results 
obtained on the Dante- and Breeze advertisements while the paired 
comparison applies to the discussion of the results obtained on 
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the 777 Soccer- and 777 Testimonial advertisements. 
The brand-image measure pre-supposes that the advertisement's 
communications should contribute towards building a positive 
brand-image and this brand-image should be a motivating factor 
in its persuasiveness. This was done by asking respondents 
(with regard to the Dante- and Breeze advertisements) questions 
on the brand-image before exposure to the advertisements (but 
after exposure to the brands) and questions on whether they 
would use the brand advertised. Subsequently they were exposed 
to the relevant advertisements and again asked about the brand-
images and usage of the advertised brands. Persuasiveness is 
measured by comparing the results obtained pre-exposure to the 
advertisement with those post-exposure to the advertisement. 
Principle 40 applies : "The brand-image must be relevant to the 
prospect's desires and sufficiently meaningful to motivate the 
prospect that it will be to his advantage to buy the brand". 
Table 25.1 outlines the results obtained on the Dante advertisement 
after exposure to the Dante products but before exposure to the 
Dante advertisement. 
. . 
Table 25.1 BRAND-IMAGE OF DANTE AFTER EXPOSURE TO THE DANTE PRODUCTS 
Target Non- 0-Rl69 R170+ 0-Std.S Std.6+ 16-29 30+ 
Image Total Market users users Females Females Females Females Females Females 
No. of 
i nf or~~~an t.s (N) 390 66 71 319 100 96 113 83 82 114 
~ ~ ~ ~ ~ ~ ~ ~ ~ ~ 
Has a pleasant 
85,4 67,3 69,9 75,6 63,2 perfume 73,3 74,2 77,5 72,4 52,0 
A very good 
56,0 72,9 70,8 55,4 72,0 58,8 deodorant 66,4 65,2 95,8 59,9 
Good value for 
money 59,2 62,1 74,6 55,8 44,0 65,6 60,2 47,0 61,0 50,0 
Used by all 
types of women 51,0 48,5 64,8 48,0 38,0 63,5 48,•7 53,0 48,8 51,8 
I would use it 42,1 69,7 80,3 33,5 36,0 80,2 56,6 59,0 61,0 55,3 
A low-class 
product 21,3 21,2 16,9 22,3 21,0 17,7 20,4 18,1 19,5 19,3 
MALES MALES 
N•l§4 N•1§4 
I would like my 
girlfriend/wife 
to use it 68,6 
- -
68,6 
-
- - - - -
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It appears from Table 25.1 that the Dante products projected 
the brand-images of "Dante has a pleasant perfume" ( 74, 2%) , 
"Dante is a very good deodorant 11 (65,2%), "Dante is good value 
for money" (62,1%) and "a low-class product (21,2%) to its 
target market. With regard to the projected user-image, Dante 
was perceived to be "used by all types of women" by 48,5 per 
cent of prospects. The persuasiveness of the Dante products 
is evident in the selection of the statement "I would use it'·' 
by 69,7 per cent of prospects while 68,6 per cent of the male 
respondents said they would like their girlfriends/wives to use 
Dante. 
Table 25.1 also indicates that significant differences between 
the users and non-users, and higher income- and lower income 
females were found. With regard to the users and non-users of 
Dante, significantly more frequent comments were made by the 
users compared with non-users on such attributes as "a very good 
deodorant 11 (95% against 59,9%), "good value for money" (74,6% 
against 55,8%), "used by all types of women" (64,8% against 
48,0%) and "I would use it" (80,3% against 33,5%). It appears 
therefore that after viewing the Dante products., its brand-image 
was significantly better among users than non-users. 
With regard to the higher- and lower income females, significantly 
more frequent comments were made on all attributes (except "a 
low-class product") by the higher income females compared with 
those of the lower income females. It appears therefore that 
the products projected a much more positive brand- and user-image 
to the higher income females than to the lower income females. 
At this stage 80,2 per cent of the higher income females said 
they would use Dante while only 36 per cent of the lower income 
females expressed this opinion. No significant differences were 
perceived between the education- and age groups. 
After exposure to the Dante advertisement, marked changes were 
perceived in the scores on the relevant attributes. 
Table 25.2 on the next page outlines the results obtained. 
184. 
"- ~- -,--- --
Table 25.2 BRAND-IMAGE OF DANTE AFTER EXPOSURE TO THE DANTE ADVERTISEMENT 
Total Target users Non- 0-Rl69 Rl70+ 0-Std.S Std.6+ 16-29 30+ Image Market users Females Females Females Females Females Females 
No. of 
infor~~ants (N) 390 66 71 319 100 96 il3 83 82 114 
.! .! .! .! ~ ~ .! ~ ~ .! 
Has a pleasant 
perfUIIIe 65,9 68,2 77,5 63,3 37,0 80,2 54,9 63,9 62,2 56,1 
A very good 
deodorant 64,9 56,1 84,5 60,5 55,0 67,7 67,3 53,0 67,0 57,0 
A low-class 
product 53,1 66,7 52,1 53,3 66,0 47,9 44,2 74,7 63,4 52,6 
Good value for 
money 42,6 47,0 64,8 37,6 19,0 61,5 34,5 47,0 54,9 28,9 
used by all 
types of women 27,4 28,8 38,0 25,1 20,0 38,5 25,7 33,7 30,5 28,1 
I would use it 26,4 53,0 66,2 17,6 22,0 59,4 40,7 39,8 43,9 37,7 
~ ~ 
Na194 N.,l94 
I would like 
my girlfriend/ 
- - - -wife to use it 35,6 
- -
35,6 - - I I 
This table indicates that Dante was still perceived by prospects 
as having a pleasant perfume (68,2%) but also as being "a low-
class product" (66,7%). The frequency of comments on the other 
brand attributes made by prospects dropped and so did the user-
image ("used by all types of women" dropped from 48,5% to 28,8%). 
Only 53 per cent ~f the target market now said they would use 
Dante compared with 69,7 per cent before exposure to the 
advertisement. Male respondents now less frequently mentioned 
they would like their girlfriend/wife to use Dante (35,6% against 
68,6% before exposure to the advertisement). 
It was again found that the brand-image was significantly more 
positive among users of Dante compared with non-users and among 
the higher income females compared with the lower income females. 
At this stage, however, the frequency of comments on the various 
attributes dropped considerably among these groups compared with 
those before exposure to the advertisement. It is significant 
that the better educated females more frequently mentioned that 
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Dante is a "low-class product" (74,7%) than did the less educated 
females (44,2%). The older females did not perceive Dante as 
"good value for money" (28,9%) to the same extent as the younger 
females (54,9%). 
Table 25.3 outlines the differences in frequency of comments by 
Dante•s target market before- and after exposure to the Dante 
advertisement. 
, 
Table 25.3 BRAND-IMAGE AND PERSUASIBILITY OF DANTE BEFORE-
, 
AND AFTER EXPOSURE TO THE DANTE ADVERTISEMENT 
Image attributes Pre-exposure Post-exposure + 
No. of prospects 66 66 
-
% % % 
Has a pleasant 
perfume 74,2 68,2 
-
6,0 
A very good deo-
dorant 65,2 56,1 
-
9,1 
Good value for 
money 62,1 47,0 -15,1 
Used by all types 
of women 48,5 28,8 -19,7 
I would use it 69,7 53#0 -16,7 
A low-class 
product 21,2 66,7 +45,5 
Table 25.3 indicates that the Dante advertisement negatively 
influenced the brand-image and motivated 16,7 per cent fewer 
prospects to state that they would use Dante~ It appears 
therefore that the Dante advertisement does not successfully 
comply with principle 40 and owing to the negative brand-image 
created it is not recognised as being successfully persuasive. 
The Breeze advertisement was dealt with similarly to the Dante 
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advertisement in the interview. After being exposed to the 
Breeze product, the following frequency of comments were 
obtained on the various attributes (Table 26.1 refers). The 
Breeze product was perceived by its target market as "a very 
good soap 11 ( 64, 3%), 11 has a pleasant perfume 11 (59, 2%), "good 
value for money 11 (45,9%) while 27,6 per cent perceived Breeze 
as 11 a low-class product 11 • More than 59 per cent of prospects 
said they would use Breeze while 39,8 per cent said Breeze 
would be 11 used by all types of women 11 • 
Table 26,1 BRAND-IMAGE OF BREEZE AFTER EXPOSURE TO THE BREEZE PRODUCT 
Image Total Target Users Non- 0-Rl69 Rl70+ 0-Std.S Std.6+ 16-29 Market users Females Females Females Females Females 
No. of 
informants (Ill) 390 98 161 229 100 96 113 83 82 
! ! ! ! ! ! ! ! ! 
A very good 
soap 60,0 64,3 72,0 51,5 47,0 78,1 48,7 80,7 56,1 
I would use it 57,7 59,2 62,1 54,9 40,0 77,1 46,0 74' 7 56,1 
Has a pleasant 
perfume 55,9 55,1 64,0 50,2 31,0 76,0 40,7 71,1 51,2 
Good value for 
money 50,5 45,9 53,4 48,5 33,0 57,3 31,9 62,7 37,8 
Used by all 
types of women 36,7 39,8 37,9 35,8 24,0 51,0 31,0 45,8 39,0 
A low-class 
product 27,4 27,6 24,8 29,3 21,0 35,4 26,5 30,1 26,8 
~ ~ ~ 
11J,.l94 111•65 Nal29 
I would like 
my girlfriend/ 
wife to use it 57,7 
-
61,5 55,8 
- - -
- -
30+ 
Females 
114 
! 
66,7 
59,6 
55,3 
50,0 
35,7 
28,9 
-
The users more frequently mentioned that Breeze is 11 a very good 
soap" (72,0%) and "has a pleasant perfume" (64,0%) than the non-
users (51,5% and 50,2% respectively). The differences in scores 
between the users and non-users are perceived to be significant 
at the 95 per cent confidence level. 
It is significant that the higher income females more frequently 
mentioned the positive brand attributes than the lower income 
females. They also more frequently said they would use Breeze 
(77,1%) than did the lower income females (40,0%). The difference 
in these scores is also significant. The same occurred on 11 I 
187. 
would use Breeze 11 between the better educated- (74,7%) and less 
educated females (46,0%) while no significant differences were 
perceived between the age groups. At this stage 57,7 per cent 
of the male respondents said they would like their girlfriend/ 
wife to use Breeze. 
After exposure to the Breeze advertisement, however, the brand-
image of Breeze improved considerably (Table 26.2 refers). 
This table indicates that the positive brand-image attributes 
increased, the comments of 11 Breeze is a low-class product" by 
prospects dropped to 17,3 per cent while 84,7 per cent of 
prospects now said they would use Breeze. The non-users of 
Breeze now perceived this brand as 11 a very good soap" (85,2% 
compared with 75,2% of users who said this) and said they would 
use the brand (81,7%) compared with 72,6 per cent of users. The 
differences in scores are perceived to be significant at the 
95 per cent confidence level. 
Although the frequency of comments on all attributes (except 
that for "a low-class product!' which dropped) increased among 
the less educated females, the better educated females more 
frequently mentioned the positive attributes than the less 
educated females while 97,6 per cent of the better educated 
females said they would use Breeze. 
Table 26.2 BRAND-IMAGE OF BREEZE AFTER EXPOSURE TO THE BREEZE ADVERTISEMENT 
Target Non- 0-Rl69 Rl70+ 0-Std.5 Std.6+ 16-29 . Imaqe Total Market Users users Females Females Females Females Females 
No, of 
informants (N) 390 98 161 229 100 96 113 83 82 
! ! ! ~ ~ ! ~ ~ ! 
A very good 
soap 81,0 82,7 75,2 85,2 57,0 95,8 68,1 98,8 73,2 
I would use it 78,0 84,7 72,6 81,7 52,0 92,7 70,8 97,6 76,8 
I . Good value for I 
money 69,7 70,4 69,6 69,9 46,0 94,8 54,9 90,4 67,0 
lias a pleasant 
perfUllle 68,5 68,4 72,0 65,9 42,0 96,9 55,7 86,7 69,5 
used by all 
types of women 54,6 60,2 49,1 58,5 38,0 68,8 46,9 61,4 58,5 
A low-class 
product 15,4 17,3 16,1 14,8 18,0 22,9 24,8 14,5 18,3 
.!:!!!&§. ~ ~ 
N•l94 N .. 65 N•l29 
I would like my 
girlfriend/wife 
to use it 80,9 
-
63,1 89,9 
- - - - -
30+ 
Females 
114 
~ 
86,8 
86,0 
71,4 
68,4 
49,1 
21,9 
-
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Table 26.3 outlines the differences in the frequency of comments 
by Breeze•s target market before- and after exposure to the 
Breeze advertisement. 
Table 26.3 BRAND-IMAGE AND PERSUASIBILITY OF BREEZE BEFORE-
AND AFTER EXPOSURE TO THE BREEZE ADVERTISEMENT 
Image attributes Pre- Post- + 
exposure exposure 
No. of prospects 98 98 -
% % % 
A very good soap 64,3 82,7 + 18,4 
I would use it 59,2 84,7 + 25,5 
Has a pleasant 
perfume 55,1 68,4 + 13,3 
Good value for 
money 45,9 70,4 + 24,5 
Used by all types 
of women 39,8 60,2 + 20;4 
A low-class 
product 27,6 17,3 - 10,3 
Table 26. 3 indica·tes that the Breeze advertisement positively 
influenced its brand-image. This advertisement also motivated 
25,5 per cent more prospects to say they would use this brand 
after exposure- than before exposure to the advertisement. It 
appears therefore that the Breeze advertisement successfully 
complies with principle 40 and is perceived to be highly persuasive 
. 
especially with regard to prospects, non-users and higher income 
females. 
The hypothesis was offered in Chapter 6 that people differ in 
susceptibili·ty to persuasive communications (principle 41 applies) 
and that a difference would be found in the persuasibility between 
lower- and higher income Blacks, younger and older Blacks and users 
and non-users of a particular brand. 
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The results obtained on the persuasiveness of the Dante- and 
Breeze advertisements seem to indicate that there are significant 
differences in the persuasibility of lower- and higher income 
females and users and non-users of the Dante product (where the 
sex-appeal approach contributed towards creating a negative 
brand-image). 
Where the sex-appeal approach created a positive brand-image 
(that is, in the case of the Breeze advertisement), significant 
differences in the persuasibility of users and non-users of 
Breeze, lower- and higher income females, and less educated and 
better educated females were found. 
Age was not perceived to be a significant factor in ~he 
persuasibility of Black females. 
Table 27 indicates that the ethnic group was also not found to 
be a significant factor in the persuasibility of Blacks. 
Table 27 PERSUASIBILITY OF BLACKS IN THE FOUR MAJOR ETHNIC 
GROUPS 
Advertisement tested Zulu Sotho Xhosa Tswana 
No. of informants 121 61 38 82 
% % % % 
Dante (pre-exposure) 41,3 52,5 50,0 47,6 
Dante (post-exposure) 31,4 31,1 23,7 34,1 
Breeze (pre-exposure) 52,9 55,7 36,8 53,7 
Breeze (post-exposure) 66,1 75,5 65,8 74,4 
. 
~: The above scores represent the frequency of statements 
that "I would use i t 11 • 
Table 27 represents the persuasibility of all Black respondents 
with regard to "female-type" products. The results on the 777 
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Testimonial advertisement, however, indicate the persuasibility 
of Black men (Table 28 refers). 
Table 28 PERSUASIBILITY OF BLACK MEN IN THE FOUR MAJOR 
ETHNIC GROUPS 
Advertisement Total Zulu Sotho Xhosa Tswana 
selected Males Males Males Males Males 
No. of male 
informants 194 65 26 10 46 
% % % % % 
777 Soccer 87,6 93,8 96,2 80,0 87,0 
777 Testi-
monial 12,4 6,2 3,8 20,0 13,0 
The results of Table 28 confirms that the ethnic group is not 
a factor influencing the persuasibility of Blacks (or in this 
case, of Black men). 
Principle 42 states that "people with high intellige!)ce will 
tend to be less influenced by communications which rely on 
unsupported or misleading claims". As stated in Chapter 6, 
it was not possible to assess the intelligence levels of Black 
respondents and the writer decided to use education levels 
attained instead of intelligence levels. 
It was established in Chapter 10 that the 777 Testimonial 
. 
advertisement was perceived to be unbelievable and that its 
claims were unsupported by the unidentified testifier~ Table 
29 outlines the results obtained on the relative persuasiveness 
of the two 777 Trousers advertisements with regard to their 
target markets and education levels attained. 
Table 29 on the next page indicates that fewer Black males in 
the Std. 6+ group (8,8%) selected the 777 Testimonial advertisement 
than did those in the 0- Stdo 5 education group (14,3%). The 
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difference in scores is, however, not perceived to be significant 
at the 95 per cent confidence level. 
Table 29: RELATIVE PERSUASIVENESS OF THE 777 TROUSERS ADVERTISEMENT ANALYSED BY 
TARGET MARKET, EDUCATION LEVEL ATTAINED AND AGE 
Advertisement Target 0-Std,S Std,6+ 16-29 30+ 
selected Market Males Males Males Males 
No. of informants (N) N= 113 N= 126 N= 68 N= 72 N= 122 
~ ~ ~ ~ ~ 
777 Soccer 89,4 85,7 91,2 86,1 88,5 
777 Testimonial 10,6 14,3 8,8 13,9 11,5 
Reasons : 777 Soccer N= 101 N= 108 N= 62 N= 62 N= 108 
~ ~ ~ ~ ~ 
More realistic/truthful 57,4 47,2 48,4 51,6 45,4 
various styles are displayed 20,8 30,6 21,0 21,0 30,6 
Models are properly clothed 15,8 13,0 25,8 17,7 17,6 
I like soccer 5,9 9,3 4,8 9,7 6,5 
Reasons : 777 Testimonial N= 12 N= 18 N= 6 N= 10' N= 14 
~ ~ ~ ~ ~ 
I like his physique 91,5 88,9 83,3 90,0 85,7 
The trousers look stylish on him 8,5 11,1 16,7 10,0 14,3 
The major reasons given why Black males perceived the 777 Soccer 
advertisement as more persuasive than the 777 Testimonial 
advertisement were because it is more truthful and realistic, 
because various styles are displayed and the models are properly 
clothed. No significant differences were perceived between the 
scores obtained in the two education- or age groups. The.777 
Testimonial advertisement was, however, mainly perceived as being 
more persuasive than the 777 Soccer advertisement owing to the 
model's physique. 
It appears from the above results that Blacks with better education 
might tend to be less influenced by communications which rely on 
unsupported or misleading claims than less educated Blacks. This 
has, however, not been proved beyond any doubt and further research 
is required to assess the validity of principle 42 and also when 
education levels are used instead of intelligence levelse 
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Principle 43 states that "women are more persuasible than men ... 
Table 30 outlines the results obtained on the persuasibility of 
males and females. These results are not strictly comparable 
because although male- and female respondents were asked the 
same questions, the brands advertised were aimed at women rather 
than men. 
Table 30 PERSUASIBILITY OF BLACK MALES AND FEMALES 
Males Females 
No. of informants 194 196 
Pre- Post- Pre- Post-
exposure exposure exposure exposure 
% % % % 
I would use 
Dante 26,3 12,4 57;7 40,3 
I would use 
Breeze 57,2 73,7 58,2 82,1 
It appears from Table 30 that males less frequently said they 
would use Dante than females. This could have been expected 
owing to the type of brand advertised (that is, "a sexy deodorant 11 ) .. 
If one compares the decrease in the frequency of comments pre-
and post exposure to the Dante advertisement, however, the score 
in the male group dropped by 13,9 per cent while the score in 
the female group dropped by 17,4 per cent. This difference is 
not perceived to be significant. 
With regard to the Breeze advertisement it was found that the 
product (a soap) motivated approximately the same proportion of 
males and females to say that they would use Breeze (57,2% against 
58,2%). After exposure to the Breeze advertisement 73,7 per cent 
of the males said that they would use Breeze while 82,1 per cent 
of females expressed this opinion. The females are expected to 
193 • 
• be more motivated by the Breeze advertisement to say they would 
use this brand owing to the user-image (a young woman) depicted 
in the illustration. It is therefore surprising to find that 
the advertisement motivated 16,5 per cent more males to say they 
would use Breeze (while it motivated 23,9 per cent more females 
to express this opinion). This difference is not perceived to 
be significant. 
It appears therefore that the above results did not prove that 
women are more persuasible than men. Further research is therefore 
required to test the validity of principle 43 by using an 
advertisement aimed at both males and females. 
11.3 SUMMARY OF MAIN FINDINGS 
It was established that by using indirect measures of persuasiveness, 
it can be concluded that the Borstol-, Black & White-, Male Anadin-, 
777 Testimonial- and Omo advertisements did not successfully 
comply with principles 37 and 38. The Doom- and Klim advertisements, 
however, successfully complied with principle 38 but failed to 
comply successfully with principle 37. 
The Breeze advertisement successfully attracted attention (principle 
37) and also successfully complied with principle 39. The Dante 
advertisement failed to comply with principles 37 and 39o 
From the results it appeared that the Breeze advertisement will 
be more persuasive than the other advertisements when using indirect 
persuasion measures. 
When direct measures of persuasiveness were applied, it was found 
that the Breeze advertisement motivated both non-users and users 
of Breeze to claim that they would use this brand. It also 
motivated all the other female groups and males to make this claim. 
The Dante- and 777 Testimonial advertisements did not successfully 
motivate users and non-users of these brands to say that they would 
use these brands. The 777 Soccer advertisement was found to be 
much more persuasive than the 777 Testimonial advertisement. 
The Breeze advertisement created a favourable brand- and user-
image among its target market while the Dante advertisement 
created a negative brand- and user-image among its target market. 
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It appeared that the Breeze advertioement successfully complied 
with principle 40 while the Dante advertisement did not. 
With regard to the persuasibility of certain groups of Black 
respondents it was found that Black people differ in susceptibility 
to persuasive communications. The results obtained on the 
persuasiveness of the Breeze- and Dante advertisements indicated 
that lower- and higher income females, less educated and better 
educated females and users and non-users of these brands differed 
in persuasibility. 
Age was not perceived to be a significant factor in the 
persuasibility of Blacks. The ethnic group was also not found 
to be a significant factor in the persuasibility of Black males 
and females. 
It appeared that, although not conclusive, better educated Blacks 
may tend to be less influenced by communications which rely on 
unsupported or misleading claims. Further research is, however, 
needed to validate this finding. 
The hypothesis was offered that women were more persuasible than 
men. The results reviewed to assess the validity of this hypothesis, 
did not indicate that women are more persuasible than men. These 
results were not, however, strictly comparable owing to the nature 
of the brands advertised (that is, female-type products or products 
advertised to reach female prospects). Further research is 
required to assess the validity of this hypothesis (that is, 
principle 43). 
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. CHAPTER lZ 
CONCLUSIONS AND RECOMMENDATIONS 
12.1 CONCLUSIONS 
The writer carne to the following conclusions with regard to the 
principles applicable to each element of the advertising model : 
12.1.1 Attracting attention and creating initial interest 
i) The principles involved in attracting attention and 
creating initial interest apply to Blacks with the 
following reservations : 
a) The resultant data on the attention-value of the 
Black & White advertisements did not prove beyond·any 
doubt that principle 5 applies (that is, "an increase 
in the size of an advertisement does not result in a 
proportionate increase in attention-value"). 
The results did, however, indicate that this principle 
may apply to Blacks. 
b) Principle 9 was not tested (that is, "the wickedest of 
all sins in attracting attention is to run an advertisement 
without a headline"). 
c) Principle 13 was not proved to apply to Blacks owing to 
the questions asked and the data obtained. The writer 
is, however, of the opinion that this principle may apply 
to Blacks (that is, 11 the more important the facts are in 
accomplishing the advertising objective, the more important 
the verbal message will be"). 
d) The test advertisements did not depict cluttered 
illustrations and principle 14 was therefore not tested. 
Previous research on Blacks in South Africa discussed in 
Chapter 2, however, indicated that this principle applies 
to Blacks. 
e) Principle 15 was not tested (that is, 11 to attract attention, 
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people and objects should'face into the advertisement"). 
The test advertisements which depicted people and 
objects were scrutinised and the writer found that 
they complied with this principle. 
ii) The advertisements which successfully attracted attention 
all contained an illustration. 
iii) The two advertisements which were unsuccessful in 
attracting attention either did not depict an illustration 
(that is, the Borstol advertisement) or depicted a 
confusing illustration (that is, a cap of a bottle in 
the Black & White whisky advertisement). 
iv) Users of a brand are more attracted by the relevant 
advertisement than non-users of that brand. 
v) Illustrations, colour, and/or models depicted in 
illustrations and in-use situations appear to have 
relatively high attention attracting-value. 
vi) Previous experience with a particular brand was found 
to be an important attention attracting factor. 
vii) Blacks appear to be less attracted to advertisements 
which are dull, unattractive, uninteresting, confusing, 
unbelievable and do not depict the product. 
viii) Illustrations were mainly criticised in respect of the 
models used and irrelevant or unrealistic pictures 
depicted. 
ix) Advertising copy in advertisements aimed at Blacks 
should be relatively short and bold to attract a 
prospect's attention. 
12.1.2 
x) The factors which apply in attracting attention, such 
as the attractiveness of the advertising presentation 
and bold typography also apply in securing initial 
interest. 
Communicating relevant proquct information and maintaining 
interest in the information 
i) The principles involved in communicating relevant product 
197 • 
• information and maintaining interest apply to Blacks 
although principle 21 was not tested (that is, "positive 
words are inherently more effective in advertising than 
negative words 11 ) • 
ii) Communication of advertisements is better among Blacks 
with an education standard of Standard 6 and more than 
among those with an education standard of Standard 5 
and less. 
iii) Comprehension of language used in the test advertisements 
is better among the better educated Blacks than among 
the less educated Blacks. 
iv) Less educated Blacks are more likely to interpret English 
literally than better educated Blacks~ 
v) The sex-appeal approach used in the Dante advertisement 
created a negative brand-image while the sex-appeal 
approach used in the Breeze advertisement created a 
positive brand-image. The brand-image of Dante was 
perceived as negative because the particular sex-appeal 
approach was no·t relevant to the prospects 1 desires .. 
The brand-image of Breeze was perceived as positive 
because the sex-appeal approach used in this advertisement 
was relevant to the prospects• desires. 
vi) An advertisement should describe one major benefit and 
this benefit should be relevant to the majority of 
Blacks' needs or desires. A large number of benefits 
outlined in one advertisement will not successfully 
communicate to Black readers. 
vii) Illustrations used in advertisements aimed at Blacks 
should depict factors relevant to the verbal message. 
Furthermore, an illustration should depict a model as 
realistically as possible with regard to pose, actions, 
clothing and the image it is intended to portray. 
viii) A separate study of 303 different press advertisements 
in English aimed at Blacks indicated that by using the 
Flesch formula of reading ease, advertisements for 
beauty preparations are fairly easy to read. All other 
advertisements fall into the "standard" reading ease 
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category except those for washing products which are 
fairly difficult to read. This means that, according 
to Flesch, advertisements for beauty preparations are 
readable by 85 per cent of the sample, all other 
advertisements are readable by 71 per cent of the 
sample while the advertisements for washing products 
are readable by 39 per cent of the sample. Advertising 
language in English aimed at Blacks is therefore not 
easily readable by all readers of newspapers aimed at 
Blacks. 
ix) Some advertisements in English aimed at Blacks rank 
high on human interest according to Flesch's formula 
while others lack human interest (that is, the "you-
approach"). Advertisements aimed at Blacks could more 
effectively >use the "you-approach" by telling prospects 
what the brands or services will do for them rather 
than putting too much emphasis on the quali·ties, features 
and benefits of the brands or services. 
12.1.3 Inducing adoption of the relevant information 
i) The principles involved in inducing adoption of the 
relevant information apply to Blacks with the following 
reservations : 
a) Principle 29 (that is, "humour is better suited for 
low-priced consumer products rather than high priced 
products") was not tested owing to the type of 
advertisements used. 
b) Principle 34 (that is, "the inclusion of some negative 
material in an overall favourable context might produce 
higher credibility of the message.") was not tested 
because none of the test advertisements contained 
negative material. 
ii) An exaggerated sex-appeal approach (in the case of Dante) 
created a negative brand- and user-image. 
iii) The natural use of sex-appeal (in the case of Breeze) 
created a positive brand- and user-image. 
iv) The depiction of a situation-image should be realistic 
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and natural in order to be'meaningful to and adopted 
by Blacks. 
v) Black females more often criticised a nude female model 
than Black males. 
vi) Advertisements which depict a model in pain aroused 
emotions of which sympathy is the most important. 
vii) The use of colour not only contributed to attracting 
attention to an advertisement but also communicated a 
certain atmosphere (for example, freshness) and was 
particularly liked by Blacks. 
viii) Blacks can detect small mistakes made in an illustration 
(for example, a soap in an in-use situation without 
lather, a female model depicted in a bathing scene 
without a face cloth and a male model wearing long 
trousers without a shirt). 
ix) Believability of advertising communications was found 
to be a particular problem. Blacks in South Africa 
are not likely to believe exaggerated claims or 
illustrations. Some Blacks tend to interpret unrealistic 
or exaggerated claims and illustrations literally. 
x) Blacks are able to make realistic recommendations on 
how to make unbelievable communications more believableo 
This means that Black prospects can be asked to evaluate 
the believability of a particular advertising approach 
and recommend changes if it is perceived to be unbelievable. 
xi) When a testifier is used he/she should be identified 
somewhere in the testimonial message in order to make 
the message more believable. 
xii) The language used by a testifier should not sound like 
advertising language and should be tne type of language 
the testifier is capable of using. 
xiii) A testifier is not expected to have a thorough knowledge 
of the brand he is testifying about. Knowing 1' too much" 
about the brand leads to disbelieving the claims made. 
xiv) Better educated Blacks are more likely to disbelieve 
advertising communications than less educated Blacks. 
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12.1.4 Persuasiveness of communications 
i) The principles involved in the persuasibility of 
advertising communications apply to Blacks with the 
following reservations 
a) Principle 42 (that is, 11 people with high intelligence 
will tend to be less influenced by communications 
which rely on unsupported or misleading claims") 
was not tested because the intelligence levels of 
respondents were not available nor obtainedo By 
using education levels instead of intelligence levels, 
the writer carne to the conclusion that Blacks with 
better education may tend to be less influenced by 
communications which rely on unsupported or misleading 
claims. This finding is not, however, conclusive. 
b) Principle 43 (that is, 11 Women are more persuasible 
than men 11 ) was not validated because persuasiveness 
was not measurable on an advertisement which was 
aimed at both males and females. 
ii) An advertisement which attracts attention and creates 
initial interest is more persuasive than those which 
do not. 
iii) The majority of the test advertisements did not offer 
a meaningful reward for reading them. 
iv) Higher income females are more persuasible than lower 
income females. 
v) Although the Breeze advertisement was aimed at women, 
it persuaded the majority of men to say they would use 
this brand. 
vi) The 777 Soccer advertisement is much more persuasive 
than the 777 Testimonial advertisement because the latter 
was perceived to be unbelievable while the 777 Soccer 
advertisement was perceived to be more realistic and 
depicted a better display.of the brand advertised. 
vii) Age is not perceived to be a significant factor in the 
persuasibility of Blacks. 
201. 
viii) The ethnic group is not perceived to be a significant 
factor in the persuasibility of Blacks. 
12.2 RECOMMENDATIONS 
The writer would like to make the following recommendations 
which have resulted from this study : 
12.2.1 Recommendations on interviewing methods 
i) The method used in measuring the attention-value of the 
test advertisements resulted in small sub-groups selecting 
a particular advertisement. The writer admits that this 
was not the best method to use but the length of the 
interview forced the writer to use this particular method. 
It is recommended that researchers should ask all prospects 
of particular selected test advertisements to rate each 
advertisement on its attention-value and give reasons 
why the advertisement would, or would not, successfully 
attract attention. This would provide a much larger 
base on which to draw conclusions. 
ii) In assessing whether an advertisement using colour will 
more successfully attract attention than one not using 
colour, the advertising researcher should use the same 
advertisement - one with colour treatment and one without. 
This was not possible in this study because the Breeze 
advertisement was only available in colour and a black-
and-white version does not exist. 
iii) The results obtained indicated that an advertisement 
should not only be tested with regard to one of the 
elements of the advertising model but to all four elements, 
that is, whether it successfully attracts attention and 
creates initial interest, communicates relevant product 
information and maintains interest, induces adoption of 
the information and persuades the prospect. This was 
not possible in this study owing to the limited time 
available in which to conduct a successful interview. 
The results obtained, however, indicated that an 
advertisement may, for example, successfully attract 
12.2.2 
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attention and create initial interest, but fail to 
comply with the other elements in the advertising model. 
Recommendations for future research 
It is recommended that further research be conducted 
to assess : 
i) whether an increase in the size of an advertisement will 
or will not result in a proportionate increase in the 
attention-value of that advertisement among Blacks. 
ii} whether an advertisement without a headline will be 
more, or less, successful in attracting Blacks' attention. 
iii) whether principle 13 applies to Blacks (that is, "the 
more important the facts are in accomplishing the 
advertising objective, the more important the verbal 
message will be"). 
iv) whether positive words are inherently more effective in 
advertising to Blacks than negative words. 
v) whether principle 29 applies to Blacks (that is, 11 humour 
is better suited for low-priced consumer products rather 
than for high priced products"). 
vi) whether principle 34 applies to Blacks (that is, "the 
inclusion of some negative material in an overall favourable 
context might produce higher credibility of the message"). 
vii) whether principle 42 applies to Blacks (that is, "people 
with higher intelligence will tend to be less influenced 
by communications which rely on unsupported or misleading 
claims"). Owing to the difficulty in assessing Blacks' 
intelligence levels, researchers could replace intelligence 
. 
levels with education levels in such a study. 
viii} whether Black women are more persu~sible than Black men 
(principle 43 applies). 
ix) what meaning particular colours have for Blacks. It was 
beyond the scope of this study to assess this but a 
definite need for research into the present use of colours 
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and the meanings of various colours for Blacks exists. 
x} whether the Flesch tests apply to advertising copy in 
the vernacular. 
12.2.3 Recommendations to advertisers 
It is stronglyrecommended that advertisers advertising 
to Blacks should ensure that their advertisements comply 
with the principles outlined in Part One of this study. 
The writer would, however, like to recommend some factors 
of particular importance of what appears to be the more 
common mistakes made in advertising to Blackse 
i) One of the most important factors is the believability 
of advertising communications. Illustrations, headlines 
and claims made in the body copy should be believable in 
all respects. Inherent in believability is also the 
relevance of illustrations to the verbal message. 
ii) Another important factor is the language used in 
advertisements. The language should be easily readable. 
This could be achieved by using understandable words, 
short sentences and words with fewer syllables. Readability 
is also enhanced by using bold typography. Copy should 
be short and to the point. 
iii) Advertisers should make more use of the "you-approach". 
Prospects should feel they are addressed personally and 
this will be achieved by telling them what the product 
can do for them. 
iv) Advertisements aimed at Blacks should concentrate on 
communicating one specific benefit and this benefit 
should be relevant and meaningful to the majority of 
prospects. 
v) Advertisements aimed at Blacks should depict an 
illustration. The illustration should contain the brand 
advertised in order to make brand identification possible. 
An in-use situation seems to be a very important factor 
of an illustration because it shows that the brand is 
used and it contributes towards the believability of the 
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message. 
vi) Models used in illustrations should be carefully 
selected because the model depicted is one of the 
most important single factors in any illustration. 
vii) Testimonial advertisements should be believable~ the 
language used should be realistic and natural, that 
is, what the testifier used or can be expected to use .. 
The testifier should be identified in the message. 
viii) Sex-appeal in advertising to Blacks should be carefully 
used. The sex-appeal should be relevant to the brand 
as well as to the audience and should create a positive 
brand- and user-image. 
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• Appendix A 
NEWSPAPER ADVERTISEMENT SURVEY 
PILOT TEST 
Good morning/afternoon/evening. My name is •............•.•.•• 
We are doing interviews with various people in Soweto on 
advertisements which appeared in the World and Weekend World 
during the past six months. As you can see, we do not sell 
anything and I would like to have your views on some advertise-
ments. Would you like to cooperate? 
I=·YNEOS I I ~.-------------------+----4~----~~ Close interview 
Before I show you the advertisements, please ·tell me whether you 
read the World or Weekend World. 
~~:~:~a~:~o-t __ r_e __ a_d-----+1----~l~.--~~ Close interview 
Name • • • • • 0 • • • • • • • • • • • • • • • • • • • Date : e 0 8 • 0 • 0 G 8 8 e 0 - 0 0 • ~ 0 0 $ $ • 
Address : . . . . . . . . . . . . . . . .. . . . . . Interviewer : ....••.•....•••• 
1. Please look at these advertisements. (rotate order) 
Allow ample time for perusal. Remove. 
I would like to get some information about yourself. 
~ AGE 
15-24 '! 25-34 I 35-49 50 + SEX Male Female 
HOUSEHOLD INCOME 
0 - 999 1000 - 1999 2000 + 
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EDUCATION ETHNIC GROUP 
Some primary school Zulu 
Primary school completed 'Xhosa 
Some high school Sotho 
High school completed Tswana 
Other 
a) To get back to the advertisements you saw just now, which 
advertisement would you say attracted your attention more than 
any of the other ones? 
r: 
b) What attracted your attention to this advertisement? 
• • • • • • • • • • • • • • • e • o • • • • • • • • • o • • • o a u • o o • • o • • o • o • e • • • e 
• • • • • ~ • • • • • • • • • • • • • e • e • • • • • e • • • • • e • e e • • • • e e • • • • • • • • 
• • e • • • • • • • • • o • • • • • • • • • • • • • • • e • • e • • • o • e • • • e • o • • • • • • • 
2a) Which advertisement attracted your attention less than any of 
the other advertisements? 
[ 
b) Why do you say that? 
l!llet~ec.e•••••••••lillollleeeeeeee••••••••e••••~••*•••••<e&e 
e 0 • e e e 0 e e o e e • e 0 e • • e e 8 e 0 6 e e e e e e $ e e e e e e • e 8 8 1!11 • e • e 6 0 0 D • 
3. I would like you to look at this advertisement. Show Borstol ad 
for 5 seconds, remove. 
User of YES NO 
product 
a) Which product was advertised? 
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Correct ident. 
Incorrect ident. 
b) What was the main message of this advertisement? 
c) Please look at this advertisement again. Show Ad. Allow ample 
time for perusal. Remove. 
What did the advertisement tell you about the product? 
Probe anything else? 
d) Was there anything in the advertisement you did not understand? 
! I YES NO 
If yes What was that? 
4. I now want you to look at this advertisement. Show Black & White 
ad. Allow 5 seconds. Remove. 
User of YES NO 
product 
a) What product was advertised? 
Correct ident. 
Incorrect ident. 
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b) What was the main message of this advertisement? 
e 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 e ~ 0 0 0 • a e a 0 o 0 a 0 0 0 0 0 0 0 0 0 0 • 0 0 0 8 e e 0 0 D 0 e e o 0 0 e 0 O O O 
0 • • 0 0 0 • • • 0 0 0 0 • • 0 0 0 0 • 0 0 0 0 0 0 0 0 • o • • • • • o o o • • • • • • • o o • • • • • • o • • a e o 0 • 0 
• • • • • • • • • • • • • • • • • • • • • ~ • • • • • • • • • • • • • • • • • • • • • • ~ • • ~ • • 0 • • • • • • ~ 0 • • • 
Please look at the advertisement again. Allow ample time for 
perusal. Remove. 
c) What did the advertisement tell you? Probe : anything else? 
o o o o o o o o o o o o o o o o o o o e • o o o o o o o o o o o o • • o • • o o • o o o • • e o o • • o • • • o • o • o o 0 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • • • • • • • • • • $ • • • ~ • • • • 0 ~ • • • • • • • • 
• • • • • • • • • • • • • • • • • • • • • o • • • • o • • • • • • o • • • • o • • • • • • • • • • o • • • • • • e o • • • • 
d) Was there anything in this advertisement you did not understand? 
YES I I NO 
If yes What was that? 
o o o o o o o o o o o e o o o o o o o o o o o ~ o o ~ o e o o • o e o o o o o • e ~ o o o • o e o e a o o o o o o o ~ o o o 
o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o o e o e o o o o o o o o $ 
5. Please look at these products. Show Dante products. Allow ample 
time for perusal, remove. 
a) Please tell me which of the following sentences describe the way 
you personally feel about this product : 
Before After 
a very good deodorant 
used by all types of women 
have a pleasant perfume 
sold at reasonable prices 
I would use it 
a cheap product 
I would like my girlfriend/wife to use it 
Appendix A 214. 
Please look at this advertisement. ' (Show Dante ad. Allow 
ample time for perusal. Remove). 
User of YES NO 
product 
b) What type of woman do you think would use this product? 
••••••••••••••••••••••••••••••••••••••••••••••• 8 • 0 •••• 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • $ • • 6 • • • • • • • • • • • • • • • • ~ 
•••••••••,.•••••••••••••••••e•••••ooGoooe.:.oo••••••••••• 
c) Ask Females : Would you use this product? 
YES 
Ask Males Would you like your girlfriend/wife to use this product? 
YES NO 
If no Why not? 
Females Males 
•••••• 1> •••••• "' ••••• " ••••• e • • • • o • • • • o o • o • e o • o • • • • • • • 
o•••~••"•••••••••••e••••• • o o • • o o • • o • • o • a o ., o • o • • • • • • 
• • • • o o e e o • • • • • • • e • • • • • e e U 
•••••••••••••••• Ill ......... . 
d) Please tell me which of the following sentences describe the way 
you feel about this product. 
(Code above under "After"). 
6. I would now like you to look at this advertisement. 
(Show Klim ad. Allow ample time for perusal. Remove). 
us~ I YES I NO J pr~duct _ _ __ 
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a) What did the advertisement tell you about the product? 
• • • • • • • • • • • • • • • • • • • • • e • • • • • • • • • • • • • • • e • • • • • e • o • • • • • ~ • 
o • • o • • e e • • • • • e e • • • • • • • . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
·• • e • e e • • • e • • • • e • • • • o • e' o • e e • o 
b) Was there anything in the advertisement which you did not believe? 
[ I I YES NO 
If yes What was that? 
• • • • ~ • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • g • 0 • • • • • 
o • • • • • • • • • • • • • • • • a • • • • o • • • • • • • • • • • • • • • o • • • • • • v $ • • • • • • 
7. Please look at this advertisement. 
(Show Doom ad. Allow ample time for perusal. Remove). 
User of YES NO 
product 
a) What did the advertisement tell you about the product? 
o o o o • o • o $ o o ~ • o o • • • • o • • • • • o • • • • • • • • o • • e • • • • o • • • • • • e o $ • o 
• • • • • • • 0 • • • • • • 0 • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • ~ • • • • • • • 
b) Was there anything in the advertisement which you did not believe? 
[ NO I ~ 
If yes What was that? 
G 0 0 o e o 0 o o 0 o o e o o o e o o o o o o o 0 
~ ......................... . 
• ~ 0 • u • • • • • • • • • • • • • • • 0 • • • • • 0 • • • • • • • • • • • • 0 • • 0 • • • • • 0 • 0 • • • 
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8. Please look at this advertisement. 
(Show Anadin ad. Allow ample time for perusal. Remove). 
User of YES NO 
product [Male Female 
a) What feelings did you get when you saw this advertisement? 
• e e e e • o o • • • e e o • o o o o o e o o o o o o e o o o e o e o o • o o o o o o e o o • • o • e o • o • o e 
• • • • • • • ~ • • • • • • • • • • • • • • • $ • • • • • • • • • • • • • • • • • • • 0 • • • • • • • • • • • • • 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • ~ • 0 • • • • • • • • 
b) What purpose did this (point at visual) serve in this ad. 
Probe : anything else? 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • 0 • • • • 
• o • • • • o • • • • • • o • • • o • • o • • • o • • o o o • • • • • • • o • • • • • • • • o • • • $ o o • • o e 
o • • • • • • • • • • • • • • o • o • • • • • • • e • • • o • • • • • • • • • • • • • • • o • • o • • • • • o • ~ 
9. Please look at this advertisement. 
(Show 777 Trousers ad. Allow ample time for perusal. Remove). 
User of YES NO 
product 
a) Who do you think was the model in this advertisement? 
Name : 
• o o e • • e • • ~ o o • o o o o o o 0 • o o o o o • o e o o e • o o • e a o • o o e o 
b) Think of the message he gave in the advertisement. Do you think 
those were his words, that is, the language he used? 
[ YES I I NO 
If no : Why do you say that? 
•••••••••••~~>oooee>oo•osoeeooooeoooooeeooeo••••$•••••• 
...................... 'Ill .............................. ., ...... 0 
• • • • • • • • • • • • • • • • • $ • • • • • G • • o ~ • • • ~ • • • • • e • • • • • e • • • • • • • • 
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c) Was there anything in the advertisement which you did not believe? 
YES I I NO 
If yes : What was that? 
• • • • ~ • • • • • • g • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
• • • • • • • • • • • • • • • • • 0 • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • 0 
• • • • • • • • • • • • • • • • 0 • • • • • • • • • • • • • • • • • • • • • ~ • • • • • • • • • 6 
lOa) Please look at this product. Show Breeze soap. Allow ample 
time for perusal. Remove. 
Which of the following sentences describe the way you personally 
feel about this product. 
Before After 
a very good soap 
used by all types of people 
has a pleasant perfume 
sold at a reasonable price 
I would use it 
a cheap product 
I would like my girlfriend/wife to use it 
b) Please look at this advertisement. 
(Show Breeze ad. Allow ample time for perusal. Remove). 
User of YES NO 
product 
What type of woman do you think would use thi~ product? 
• 0 O 0 0 0 0 0 e 0 0 0 0 0 0 0 e 0 0 0 0 0 0 0 0 0 0 0 & 0 0 • ~ 0 0 0 0 0 0 0 0 0 0 0 ~ G G 0 0 e 0 0 $ e 
• 0 0 • • • • • • • • • • • • • • • • • • • • • • • • • • ~ • • • • • • • • • • • $ • • • • • • • • • • • • 0 
• • • • • • • • • u • • • • • • • • • • • 0 • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • • • • s 
c) Was there anything in the advertisement which you particularly 
liked/disliked? 
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YES NO 
Liked 
Disliked 
If yes What was that? 
Likes Dislikes 
. . . 
d) Please tell me which of the following sentences describe the 
way you feel about this product. 
11. 
(Code above under 11 After"). 
Finally I would like you to look at this advertisement. 
(Show Omo ad. for 5 seconds. Remove). 
a) What was the most important message of this advertisement? 
. . . 
b) Does the picture show what you would expect it to show? 
If no Why not'? 
Please look at the advertisement again. 
(Show Omo ad again. Allow ample time for perusal. Remove) 
c) How would you describe the benefits of this product to your 
best friend'? 
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d) Does your husband/Do you have coal dust on his/your overalls? 
NO I I YES 
Thank you very much for your kind cooperation. 
220. 
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NEWSPAPER ADVERTISEMENT SURVEY 
Good ........... 0 ••••••••• I my name is lit ••••••• 1!1 e ............. .. 
We are doing interviews with various people in Soweto on some 
advertisements which appeared in the World and Weekend World 
during the past 6 months. We do not sell anything and I would 
like to have your views on some advertisements. 
Would you like to cooperate? 
~~:~~~S~--+!--~1~----•• Close interview 
Before I show you the advertisements, please tell me whether 
you read the World or Weekend World. 
t= ~~:~:~a~~nd~o-t __ r_e_a_d------+1--~IF----.~ Close interview 
NAME : •.••• ~~~ ............... 6 • • • • • • DATE : •..•••.•.••• o • ,. ••••• 
ADDRESS : • e e e • • • e • • • • • e • • • • • o lit • • • INTERVIEWER : •.••.•..•..• ~ 
• • • • • • $ • • • • • • • • • • ~ • • • • • • 
. . . . . . . . . . . . . . . . . . . . . . . . 
Go to Q. 1 before completing this section. 
Sex a • • • • • • • • • e • • • • • • s • • o • • • o • • 
. . . . . . . . . . . . . . . . . . . . . . . . . . . 
.;;.;H;...;o..;;u;;.;s;;..e;;..h~o~l;..:;d;._:;i;:;;;n;;..c:::..o;:..:m=e : ( per month ) • • • • • • • • • • • • •••.••••• 
Housewife • • • • • • • • • • • • • • 0 • • • • 0 0 ft 
Education • • • • • • • • g • • • • • • • • • 0 • • • 
Ethnic group : ••••.•.•••.••..•••• 
Mother with children: •••••.••••• 
How many men/women of 16 years and over live in this household? 
GQ..:;;·--L.--....1 
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List of possible informants Person to be interviewed 
Oldest . . . . . . . . . . . . . . . . . . . 0 
2nd Oldest . . . . . . . . . . . . . . . 1 2 
3rd Oldest . . . . . . . . . . . . . . . 1 2 3 
4th Oldest . . ~ . . . . . . . . . . . . 1 2 3 4 
5th Oldest . . . . . . . . . . . . . . . 1 2 3 4 5 
1. Please look at these advertisements. (Rotate order) • 
Hand respondent the folder. Allow ample time for perusal. Remove. 
Note Complete information section on front page first. 
Q. (a) To get back to the advertisements you saw just now, 
which advertisement would you say attracted your 
attention more than any of the other ones? 
] 
Q. (b) What attracted your attention to this advertisement? 
• • * • • • • • • • • 0 • 0 • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • u 0 • 0 
Q. 2(a) Which advertisement attracted your attention less 
than any of the other advertisements? 
(b) Why do you say that? 
• • • • o o o • • s o o • • • • • • • • • • o • • o • o • eo • o • a o o •'u o • • o o • • o o ~ 
• • • • • • • • • • • 0 • • • • • • • • • • • • 0 • • • • • • • ~ • 8 ~ • • • • • • • • • • • • • 
• • • • • • 0 • • • • • • • • 0 • 8 • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
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3. I would like you to look at this advertisement. 
Show Ad. no. 1 for 5 seconds. Remove. 
User: 
Q. (a} What typ~ of product was advertised? 
I_ 
Q. (b) Which product (i.e. brand) was advertised? 
[, __ ____. 
Q. (c) Please tell me how interested you are in reading what 
this advertisement has to say. 
Very interested 
Fairly interested 
Go to Q. (e) Neither interested nor uninterested 
Fairly uninterested 
Not interested at all 
Q. (d) Why are you interested/not interested? 
(i) Interested (ii) Not interested 
• • • • • • • • • s • e • • • • • • • s • o • • • e • • • • • • • * ~ e • • • • • 
e e • e • e • • • o o o • o ~ • • e • • 0 0 e ~ ~ 0 0 $ 0 0 G 0 0 0 ~ 0 0 0 D 0 • 
• • • • • • • • • • • • • • 0 • • • • • ~ 0 0 0 0 0 0 0 U 0 G 0 0 0 0 0 0 0 0 e 0 
Q. (e) In your own words, what was the main message of this 
advertisement? 
e • ~ • o • • o • G • o • • o • • o • w e • o o e o • o • • o o o o o o • ~ o • e e o • o • • o e o • • • • • 
o o e o e o • e o • o o o o o o o $ e • • e • o • • • o • • e o o • o • • • • o e • o • • • • • • o o • • • 0 
••~~~•••o•••••••••••••e••o•••••~•••••"'••w•s••••••••••fll•*• 
Please look at this advertisement again. Show ad. 
Allow ample time for perusal. Remove. 
Q. (f) What did the advertisement tell you about the product? 
Probe : anything else? 
0 • • • • • • • • 0 • • • • • • • • • • • • • • • 0 • • • • • • • 0 • • • • • • • • • • • • • • • • • • • • • 
• • • • • • • • • • • • • • • • • • 0 • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • 
• 111 ••••••••••••••••••e•••••••••oooooeoo<Doeoooooooeoooooo 
} i 
}ii 
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Q.(g) Was there anything in the advertisement which you did 
not understand'? 
If yes : What was that? 
• • 0 • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • 
0 • • • • • • • • • • • • • • • • • • • • • • • w • • • • • • • • • • • • • • • • • • • • • 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • Q • • e • • 
Q.(h) How often do you suffer from bronchitis? 
Often 
Sometimes 
Never 
4. I now want you to look at this advertisement. Show Ado no. 2 
for 5 seconds. Remove. 
[use~: 
Q.(a) What type of product was advertised? 
Q.(b) Which product (i.e. brand) was advertised'? 
[ 
Q.(c) In your own words, what was the main message of this 
advertisement? 
0 0 0 0 0 0 0 0 0 0 0 g 0 0 • 0 0 0 0 0 0 0 0 ~ 0 0 0 0 0 0 0 0 0 0 0 • 0 0 ~ 0 G 0 0 0 0 0 0 0 0 e G 0 
• • o • • o • e • * o • • e e • • o • e • • • • • e • o ~ e • • • • • o • o e o • • o e • e e o • • • • 
•••••••••••••••• "' •• ill •••••••••••••••••••••••••••••• $ • 
Please look at this advertisement again. 
Show Ad. Allow ample time for perusal. Remove. 
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Q. (d) What did the advertisement tell you? 
(Probe. : anything else?} 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ~ . 
. . . . . . . . . . . . . . . . . . . . . . . ~ . . . . . . . . . . . . . . . . . . . . . . . 
224. 
Q. (e) was there anything in this advertisement which you did 
not understand? 
I I 
If yes : What was that? 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • 
••••••••••••••••••••••• oS ••••••••••••• " ••••••••• 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 •• 
5. Please look at these products. Show Dant~ products. 
Allow ample time for perusal. Remove. 
1 .. User : 
Q. (a) Please tell me which of the following sentences describe 
the way you personally feel about Dant~. 
(Ask men only)...,. 
(Code under "Before"). 
Before After 
a very good deodorant 
used by all types of women 
have a pleasant perfume 
good value for money 
I would use it 
a low-class product . 
I would like my girlfriend/wife to use it 
Please look at this advertisement. Show Dant~ Ad. Allow 
ample time for perusal •. Remove. 
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Q. (b) What type(s) of women do you think would use this product? 
e o • • o • o • o • • o • e o • • • e • • e • • o e • o o o • • • • e o • • o u • • • • ~ • ~ o o ~ o o • e o 
O 0 0 O 0 O 0 0 o 0 o o o 0 O 0 0 0 0 0 0 0 0 e e e e 0 0 0 0 0 0 0 6 0 0 0 0 0 e ~ 0 0 0 G 0 0 0 e e 0 0 & • 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Q. (c) Please tell me which of the following sentences describe 
the way you feel about Dante. (Go to sentences in Q. (a) 
and code under 11After 11 ). 
6. I would like you to look at this advertisement. Show Klim ad. 
Allow ample time for perusal. Remove. 
user : 
Q. (a) What did the advertisement tell you about the product? 
• • o • • o • o • • • e • • o ~ o e • o e • o o o • o o • • o • o • e e e e • • • o o • u • e ~ • e o e • 
• • • • • 0 • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • $ • • • • • @ • • • • • • • • • • 
• • Q • • • • • • $ • • • • • • • • • • • • • • • • • • • • • • • & • • • • • • • • • • • • ~ • • • • • • 
Q. (b) was there anything in the advertisement which you did 
not believe? 
NO I I YES 
If yes : What was that? 
00.000000.illlllto.00008008CI.CiiiiOOeDI:IIG00000.00000000 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • • • • • • 
Q. (c) Ask respondents who said 11 Yes 11 in Q. (b) above 
. 
In which ways should the advertisement be changed to 
make it more believable? 
•••••••••.,•••••••••••o-••••••e•••••••••--•••eo•e•••••• 
............... lljl ...................... (il8··········,.··fil 
• • • • • e • • • • ~ e • • • • • • • • • • o • • • • • • • • • • • • o • • • e • • • • o • • • • • • • 
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7. Please look at this advertisement. 'Show Doom ad. Allow ample 
time for perusal. Remove. 
[user : 
Q. (a) What did the advertisement tell you about the product? 
• ill 0 ................................................... 6 
•••••••••••••••••••••••••••••••••••••••••••• 41 •••••• v • 
000000000000000000000.000.00000000.000II0000tJo000000eOO 
Q. (b) Point at * above the one in 11 NUMBER ONE *" and ask : 
Why is this * here? 
e • • • • • • • • • • • • • • • • • • • • • • • • • • • • • o • • • • • • • • • • • .. • • • • • • • • • 
Remove ad. again. 
Q. (c) was there anything in the advertisement which you did 
not believe? 
YES I I NO 
If yes : What was that? 
• • • • • • • • • • • • • • • • • • • ~ • • • • • • • • • • • • Q • • • • • • 0 • • • • 
················l!P·······················,··C'I 
..................................... 0 •••••••• 
Q. (d) can you see yourself in such a situation, i.e. using 
the product like she did? 
YES I I NO 
8. Please look at this advertisement. Show Male ad. to males and 
Female ad. to females. Allow ample time for perusals Remove. 
User 
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Q. (a) What feelings did you get when you saw this advertisement? 
a • • • • • • • • • e • o • o o • o • • • • • • • • • • • • • • • • • • • • • • • • • • • • • o o o e • • e 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • w • • • • • • • 0 • • ¥ • • 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • ~ • • • • • • • • • • • • • • • • • • • e 
Q. (b) For which pains would you use this product? 
0 0 0 0 0 0 0 0 0 0 0 0 ~ 0 0 0 0 0 0 0 0 0 • • 0 0 0 0 0 0 0 0 0 G 0 0 0 0 0 0 0 0 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • 0 • • • 
9. Please look at this advertisement. Show 777 Trousers testimonial 
ad. Allow ample time for perusal. Remove. 
User : 
Q. (a) Who is the person pictured in this advertisement? 
~: ••••••••••••••••••eeooooooooo••••••e•o~• 
Q. (b) Think of the things he said in the advertisement. Do 
you think the words written in this advertisement were 
the words which this man actually used? 
If no Why do you say that? 
Q. (c) was there anything in· the advertisement which you did 
not believe? 
IJ 
If yes : What was that? 
• • • • • • • • • • • • • • • • • • • • • • • • • ~ • • 0 • • • • • • • • & • • • • • & ~ • 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • • • • • • • 
OIIIOOtt•••oovoooooo••••s••••••••••••*••••••••••• 
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' Q. (d) Males only : Please look at both these advertisements. 
Show both 777 Trousers ads. Allow ample time for perusal. 
Remove. 
Ask males Which advertisement would motivate you 
most to buy this product? 
Testimonial 
-
Boxing 
Soccer ad. 
Why did you select this one? 
Boxing Soccer 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . ~ . . . . . . . . . . . . . . . . . . . 
• • • • • • • • • 0 • • • • • • • • • • • • • • 
• 0 o 0 o o 0 • o o o • • o e • o • o o o ~ • e • 
. . . . . . . . . . . . . . . . . . . . . . . . 
10. Please look at this product. Show Breeze soap. Allow ample 
time for perusal. Remove. 
Q. (a) 
(ask men only)--. 
Q. (b) 
Which of the following sentences describe the way you 
personally feel about this product? (Code under "Before"). 
User 
Before After 
a very good soap 
used by all types of women 
has a pleasant perfume 
I would use it 
a low-class product 
good value for money . 
I would like my girlfriend/wife to use it 
Please look at this advertisemento Show Breeze ad. Allow 
ample time for perusal. Remove. 
What type(s) of women do you think would use this product? 
• • • • • e • • • • • • • • • • • • • • • • o • • o • • • • • • • • • • • • • • • • • • $ • • • • • • • • • • • o 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • • • 0 • • • • • • • • • • • • • • • • • • • • 
0 • • • • • • 0 • 0 0 • 0 • • • • 0 • • • • • • ~ • • • • • • • • • • • 0 • e o • • • • • • o • • • • • • • • e o 
A:pJ2_endix B 
Q. (c) Was there anything in the advertisement which you 
particularly liked or disliked? 
t Liked 
I I 
What was that? 
Likes Dislikes 
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• • • • • e • • • • • • • • • • • • • • e • • • 
• • 0 • • • • • • • • • • • • & • • • • • • • 
Q. (d) Please tell me which of the following sentences describe 
the way you feel about this product. Repeat sentences 
in Q. (a) and code under "After". 
11. Finally, I would like you to look at this advertisement. Show 
Omo ad. for 5 seconds. Remove. 
[ User : 
Q. (a) What was the most important message of this advertisement? 
• • • • • • • • • • • • • • • • • • $ • • • • ~ • • • • • • 0 • • • • • • • ~ • • • • • • • • ~ • • • • ~ • • • 
• • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • • • • • • • • • • • • • • • 0 • 0 • • • • • • • • • 
••••o•eo•o•••••••••e•••••••••••••••e•s•eoooeoe¢1o••••••••• 
Q. (b) Does the picture show what you expected it to show? 
I J 
If no : Why not? 
e • • • • • o • • o • • • Q • • • • e • • • • • • • • • • o • o • e o ~ • e • • 
•••••••••tt•••••••••••••••••••••e•o••••••• 
0 ............................ Ill •••••••••••••• ., 
Please look at the advertisement again. Show Omo ad. 
again. Allow ample time for perusal. 
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Q. (c) Do you think the words written in this message (poin·t 
at headline) were the words which this woman actually 
used? 
I I 
If no : Why do you say that? 
. . ~ . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • e • • • • • • 
. . . . . . . . . ~ . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Remove ad. 
Q. (d) How would you describe the benefits of this product to 
your best friend? 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • • • • • • c • • • • • • • • • • • . 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ~ . . . 
e e e • e • e • • e • o e e • • e • e • • e e G • e • • • e e e e e e e o • • e o e e • e e e e e e e e • • e 
Q. (e) Does the picture show what you expected it to show ? 
YES 
NO 
If no : Why not ? 
• • • • e • e o e e e 0 e • e e • • 0 8 e • • $ 0 0 0 • 8 • • G e e e • 0 • 0 e 
• • • • 0 • • • • • • • • 0 • 0 • • • • • • • • • • • • • • • • • • • • • • ~ • 
• • • 
0 
• • • • • • • • • • • e • e • • e ~ e • • • • • o • • • • o • ~ • • • • 
• • u • • • • • • • • • • • • • • $ • • $ • • 0 • • • • 0 • • • • • Q 0 • • • • 
Q. (£) Ask females : Does your husband have coal dust on his 
overalls? 
Ask males Do you have coal dust on your overalls? 
Thank you very much for your kind cooperation. 
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INTERVIEWERS INSTRUCTIONS 
A. FRONT PAGE 
1. Ensure cooperation with the selected respondent. 
2. Make sure that the respondent (if he/she does not want to 
cooperate) is replaced with a respondent falling in the same 
sex-, age-, household income-, education- and ethnic groups. 
(Male questionnaires have uneven numbers and female question-
naires even numbers). 
3. Remember to write down the respondent's name, address as well 
as the date and sign your name as evidence of a valid inter-
view. Also remember that a 10% check-back will be conducted 
to check on the validity of the interviews. 
B. PAGE TWO 
4. A reminder on the grid to be used to select the right 
respondent 
a) write in the block provided the number of men/women over 
16 years 
b) list the names of the possible men or women to be inter-
viewed on the left hand side of the grid from the oldest 
to the youngest 
c) The following example explainfs who should be interviewed •I 
ffi2 
Eldest John 
2nd oldest Samuel 
3rd oldest Titus 1 20) 
4th oldest Shorty CY 2 3 4 
5th oldest Sheperd 1@3 4 5 
i) If only one man/woman over 16 years interview him or her 
ii) If two possible informants : interview the oldest (the 1 
is circled) i9e. John 
iii) If three possible informants interview the youngest 
(the 3 is circled) i.e. Titus 
Appendix C 
iv) If four possible informants 
1 is circled) i.e. John 
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interview the oldest (the 
v) If five possible informants : interview the second oldest 
(the 2 is circled) i.e. Samuel. 
5. Before you complete the details on sex, age, household income 
etc. you must hand the respondent the folder and allow him/her 
sufficient time to page through it. After receiving the folder 
back, you complete the abovementioned details on the front page 
and only then ask Q. 1 (a). 
Remember to rotate the order of the advertisements. 
6. When asking Q. 1 (b) you should not assist the respondent in 
any way. 
The same applies to all open-ended questions. 
7. Then ask Q. 2 (a}, write down the name of the advertisement 
given in the block provided and ask Q. 2 (b). 
C. PAGE THREE 
8. In Q. 3 you expose advertisement no. 1 to the respondent, 
count slowly from one to five and remove the advertisement. 
i Then ask Q. 3 (a), Q. 3 (b) and Q. 3 (c). Remember to ask 
~ 
<;
1 
respondent whether he/she uses Borstol and write yes or no 
-~;::I 
'I 
in block provided. If the answer in Q. 3 (c) is "very 
interested" or "fairly interested" ask in Q. 3 (d) : Why are 
you interested? If the respondent is neither interested nor 
uninterested, skip Q. (d) and go to Q. (e). If the answer 
is "fairly uninterested 11 or 11 not ipterested at all 11 , ask in 
Q. (d) : Why are you not interested? 
9. Then ask Q. (e) but stress that the respondent should use his 
own words, not a playback of the headline. 
10. Expose the Borstol advertisement again. Allow the respondent 
to look at the advertisement for as long as he/she wants. Do 
not ask the respondent to read the copye Then remove advertise-
ment and ask Q. (f). Remember to probe by only asking 
"any-thing else?''. 
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D. PAGE FOUR 
11. Ask Q. 3 (g) and only proceed to asking "What was that?" if 
a yes was given. If no, proceed in asking Q. (h). 
12. Ask Q. (h). Remember to stress you (not other family members). 
13. Proceed to Q. 4. Show the Black & White advertisement. Count 
slowly to five and then remove the advertisement. Ask Q. (a), 
Q. (b) and Q. (c) and remember to write down whether the 
respondent is a user or non-user of this product. 
14. Then expose the Black & White advertisement again. Allow 
sufficient time and remove the advertisement. 
E. PAGE FIVE 
15. Ask Q. 4 (d) and remember to probe. 
16. Ask Q. (e) and ask "What was that?" if a "yes" is obtained. 
If the answer is "no 11 proceed to Q. 5. 
17. Show the three Dant~ products. Allow sufficient time and 
remove them. Then ask Q. 5 (a) by reading out the sentences 
and code the answers under "Before". Remember that more than 
one answer can be obtained. The last sentence should be put 
to the male respondents, not the females. Remember to establish 
whether the respondent is a user of Dant~. Then expose the 
Dant~ advertisement. Allow sufficient time and remove. 
F. PAGE SIX 
18. Ask Q. 5 (b). 
19. Ask Q. 5 (c) again reading out the sentences. Code under 
"After" on page 5 and remember that more than one answer could 
be obtained. The last sentence should only be read to the 
male respondents. 
20. Now go to Q. 6. Show the Klim advertisement (no. 4). Allow 
sufficient time and then remove. Ask respondent whether Klirn 
tl: 
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is used in the household at the,moment and write down "yesu 
or "no" in the block provided. 
21. Ask Q. 6 (a). Obtain comments about the product. 
22. Ask Q. 6 (b). If yes, ask ''What was that?". If no, continue 
to Q. 7. 
23. Q. 6 (c) should only be put to respondents who said "yes" 
in Q. 6 (b) • 
G. PAGE SEVEN 
24. Show the Doom advertisement (no. 5). Allow sufficient time 
and remove. Code whether respondent is a user of Doom. Ask 
Q. 7 (a). 
25. When asking Q. 7 (b), point to the~ above the one in 
NUMBER ONE ~. You should therefore expose the advertisement 
again but remove it before you ask Q. {c). 
26. Ask Q. {c). If "yes", ask "What was that?". If no, proceed 
to asking Q. (d). Then ask Q. (d). 
27. In Q. 8 you should remember to expose the male advertisement 
- no. 6 (a) to males and the female advertisement - no. 6 (b) to 
females. Allow sufficient time, establish whether your 
respondent is a user of Anadin and remove the advertisement. 
H. PAGE EIGHT 
Now ask Q. (a) • 
28. Ask Q. 8 (b). 
29. Now show the 777 Testimonial advertisement- no. 7 (a). Allow 
ample time, code whether respondent is a user of this product 
and remove the advertisement. Remember that it is highly 
unlikely that females will be users of this product. In Q. 
9 (a) a name is required. If the respondent does not know 
the boxer 1 s name, write ••don 1 t know". 
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30. Ask Q. (b). If "yes", ask "Why do you say that?". If "no", 
proceed to Q. (c). 
31. Ask Q. (c). If "yes", ask "What was that?". If 11 no", 
proceed to Q. (d). 
I. PAGE NINE 
32. When you get to Q. (d), remember that this question should 
only be put to the male respondents. Expose both the 777 
Trousers advertisements- no.•s 7(a) & (b). Allow respondent ~o 
look at both advertisements for as long as he wishes. Remove 
the advertisement and ask the question. Remember to obtain 
the reasons why he selected the boxing- or soccer advertise-
ment. 
33. In Q. 10 you show the Breeze product. Allow sufficient time 
and code whether respondent uses the product. Remove the 
product and ask Q. 10 (a) by reading out the sentences. Code 
the answers under "Before" and remember that more than one 
answer can be obtained. The last sentence should be read to 
the male respondents only. 
34. Now show the Breeze advertisement to all respondents. Allow 
sufficient time. Remove and ask Q. (b). 
J. PAGE TEN 
35. In Q. (c) remember to obtain all the factors liked or disliked. 
36. Now proceed to Q. (d) and again read out the sentences out-
lined in Q. (a) but code under "After 11 • More than one answer 
can be obtained and remember to read the last sentence only 
to male respondents. 
37. Expose the Omo advertisement for 5 seconds, then remove the 
advertisement. Remember to code whether Omo is used in the 
household. Ask Q. (a). In Q. (b), if "yes" is obtained, 
skip to Q. (c). If "no" is obtained, ask "Why not?". 
38. Expose the Omo advertisement again. Allow sufficient time. 
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K. PAGE ELEVEN 
Then point at the headline and ask Q. (c). If "yes 11 is 
obtained, skip to Q. (d). If 11 no" is obtained. ask "Why 
do you say that?". 
39. Ask Q. {d). Write down all the benefits mentioned. 
40. Ask Q. (e). If "no", obtain reasons. 
41. In Q. (f) there are two questions. One for the male 
respondents and one for the female respondents. 
42. Thank the respondent for his/her kind cooperation. 
43. Before interviewing the next respondent, ensure that the 
order of the advertisements in the folder is rotated for 
the attention test. 
You therefore move the front advertisement to the back 
before you interview the next respondent. 
Example • . 
Respondent no. 1 1 2 3 4 5 6 7 8 9 
Respondent no. 2 2 3 4 5 6 7 8 9 1 
Respondent no. 3 3 4 5 6 7 8 9 1 2 etco 
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MAPS OF ·soWETO SUBURBS 
--
ZONDI 
MOROKAR. 
-
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MOFOLO 
239. 
MOLAPO 
(16 ~  
MEADOWLANDS EAST 
EMDEN I 
MOLETSANE 
--- --
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EXHIBITS 
Exhibit 1 
Is bronchitis 
crippling 
your life? 
It needn't! Just take Bor-
stol. A few doses- andre-
lief! Borstol eases away 
irritation, soothes inflamed 
membranes, loosens 
phlegm and clears breath-
ing passages. 
Based on an old and pro-
ven Dutch remedy, Borstol 
is modernised to fight the 
ailments of today. Borstol 
contains no harmful ele-
ments. Borstol throws off 
colds. relieves 'flu, bron-
chitis. common coughs 
and inflammations of the 
chest 
You never know when 
germs may attack - so be 
prepared. Keep a bottle of 
Borstol around the house. 
Don't suffer all the mise-
ries of ill-health. Banish 
·them with Borstol! 
Safe for children and 
adu Its. 
BORSTOL 
A 
K CLOCK TOWER~ 
. PRODUCT 
''Clock Tower" and ''Borstol" are 
registered trade-marks of A. Lomax 
( Pty) ltd .. Church Street Adelaide, 
CP 
PNB134S3 
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Exhibit 6 (a) 
MONDAY MORNING HEADACHE? 
ANADIN STOPS THE WORST PAIN ••• FAST. 
There 's nothing worse than a 
morning headache. You don't want to 
get up. You hurt when you move. You 
can 't work well. 
Next time your head feels like it's 
breaking, take Anadin. Anadin will stop 
the worst headache pain fast. Because 
Anadin is extra-strong in a pain-
stopping medicine doctors recommend. 
Anadin goes straight to the pain. 
There's one medicine in Anadin to take 
away your pain, and another medicine 
to leave you feeling bright and 
cheerful again. So your head will soon 
forget it ever hurt because Anadin works 
fast. Because it 's strong, 
Extra-strength n-
strong in a pain reliever doctors 
recommend for fast relief. 
VZ76/ 1074 
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Because you're a woman, 
you suffer many aches and pains. 
Anadin will stop these pains. 
And Anadin will help keep these 
pains away. So you get long-
lasting relief. 
Anadin is strong in a pain-
stopping medicine doctors 
recommend. And Anadin seeks 
out pain and leads these medi-
cines straight to the part that hurts. 
There's one medicine in 
Anadin to take away your pain, 
and another medicine to leave you 
feeling bright and cheerful. 
Take Anadin-for hours of relief 
from pain. 
stre n-
strong in a pain reliever doctors 
recommend for fast relief. 
VZ76/4259/P /W 
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